Net Paid Circulation This Issue 20,647 ' 


WARE 


Published C; a October 16, 
Every Other Thursday 1941 








TOOLS THAT LAST LONGER (Important at This Time When Rapid Wear Wastes Vital 
Material and Tool Breakage Delays Vital Work) TOOLS THAT DO FASTER, BETTER WORK 
PRODUCED e's METHODS THAT CONSERVE MATERIAL, MAINTAIN SUPPLY, KEEP PRICES DOWN 
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OSS THE BEAUTY LINE OF THE 
KEROSENE RANGE FIELD 


BUY BOSS AND BE SURE OF SALES 


A 57 GV equipped = ° ° . 

with S"Top Speed’ fy Advanced streamline style which "sells on sight" . . . new con- 

“Sano. venience features found in no other line of kerosene ranges... 
streamlined selling features — which mean Easier Selling — 


a More Sales—Better Profits. 


<4 . 
A 37 JX equipped 


with 3 "Top Speed"’ 
A 46 FV equipped : ; ™ 
with4“Tep Seeed” A 571V equipped ee Sey F A 36 JX equipped 
saan Shien with 5'Top Speed” Wick Burners. i with 3 "Top Speed” 
' y % 
Wick Burners. Long Chimney tm Long Chimney 
Wick Burners. Wick Burners. 














“| stand for ‘the name YALE that 
helps make the sale.’ Just display 
Yale Products and you get my 

~ | services free of charge.” 


“I stand for Yale's national 
advertising, most extensive in our 
industry, continued in good times 
and bad. Whenever you use Yale 
promotion aids, | start working 
for you!” 


HIRING MEN? 

















“I stand for Yale Quality Products, 
modern in design and finish. lf 
you want to hire me, just talk up 
the Yale selling points.” 





THe name YALE 


HELPS MAKE THE SALE 


N ae 
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YALE PUTS 3 STRONG SALES MOVERS 
IN YOUR BUSINESS 











THE YALE & TOW 





MANUFACTURING CO. 
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HERE’S A NEW, 


FAST SELLING, FAST MOVING, 
PROFITABLE ITEM 


_ 4 
KALK 


444444 aeggeer as : 
ea Kord, the new, low cost sealing compound XR "Nenay seein eta pat? Tit e 
is going to make a fast turn-over item for pro- . 


gressive hardware dealers this fall and winter. IS 
Sells on first sight and fulfills a long awaited need. J 
It's a proven repeat item; add it to your stock to 
replace sales lost through defense restrictions. 
















With Kalk Kord your customers can quickly and 
easily caulk windows and door frames. It seals 
all cracks, is applied with the fingers alone and 
can be used indoors or out. 


Kalk Kord is packed in convenient rolls or 
beads. It’s neat and clean to work. It’s non- Users are ENTHUSIASTIC ! 


oxidizing, will not check, crack, or harden. Seals are 
cracks tightly and stays tight; waterproof, and Buyers of Kalk rw weg wetting in fer 

‘ . ” more—many say it’s the ‘best product of 
can be painted immediately. its kind they ever used.’ With the approach of winter and 
the season of cold drafts, Kalk Kord fills your customers’ 
demands for the perfect sealing and caulking compound. 
Use of Kalk Kord lowers heating bills, avoids soiled walls 
and drapes, seals out cold, dust, and dirt. 


‘IMMEDIATE SHIPMENT — ORDER NOW! 








Kalk Kord is not affected by defense priorities — it is avail- 
able in any quantity for immediate shipment to you today. 
Packed in rolls containing 15 ft. of Kalk Kord per package 
— 24 packages per case. Get your supply of this fast moving 
seller now — send the coupon today for sample box, full 
information and prices. 


— 
°— === ass on 
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— ao, 








NATIONALLY ADVERTISED | PRESSTITE EN haw a 
| 3900 ieee i ae COMPANY | 
The story of the advantages and uses of 5 ical ve., St. Louis, Mo. | 
Kalk Kord is being told to nearly 3,000,000 | page "4 me sample box, complete information d pri | 
readers of Better Homes and Gardens and the new sealing and caulkin haa 
Popular Mechanics — readers who are | Name —_—— l 
your best customers, for they enjoy doing | Address | 
their own small jobs about their homes. | | 
Cash in on this advertising now. 4 Name of my Jobber | 
| 
| 
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This Group, Die-Cast 
Metal Drawer Knobs 


No. 106 Retail $.21 each 


No. 104 Retail $.21 each 


@ B 


No. 108 Retail $.20 each 


Ok 


No. 110 Retail $.16 each 
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No. 404 
Retail 
$.60 each 


Design Pat. 
No. 128777 


No. 406 
Retail 
$.50 each 


No. 309 
Retail 
$.40 each 














Retail $.40 each 
Design Pat. No, 128776 


This group fash- 

No. 403 ioned from high- 
Retail $.40 each ly polished, heavy 
Design Pat. No. 128777 duty chromed 
solid brass with 

embossed lines 

and plastic ends. 


Retail $.25 each 


This group: 

No. 405 Brass Pulls, pol- 

Retail $.28 each ished chromium 
plated. 


Retail $.15 each 


No. 304 This group: Steel 
Retail $.15 each Pulls, polished 
chromium plated. 


Retail $.19 each 
















AN “ALL-OUT” 


THE DEAL —combines an initial balanced stock of 
typical fast-selling Seymour Smith pruners, hedge 
and grass shears in three popular price ranges — 
PLUS FREE GOODS which on this $34.50 deal 
with sales value of $55-48* amounts to an EXTRA 
PROFIT of 10%. 


REMIND 
YOUR 
JOBBER 








SEYMOUR SMITH PHG 45 


MASTER GARDEN SHEAR 
DEAL + DISPLAY +EXTRA PROFITS 


THE MASTER DEAL AND DISPLAY come complete in one 
compact carton. Shipping weight 90 lbs. Easy to set up and arrange. 
Complete assortment of sales helps come with it, including the 
famous “Gardenin’ Time”, 4 color, 3 panel window display, colorful 
counter cards, window streamers and circulars. A SELL MORE— 
MAKE MORE combination if there ever was one. 


*Prices approximately 10% higher west of Rocky Mountains 
World's largest, oldest maker of pruning tools 


Seymove SmitH ¢ Son inc ee 


OAKVILLE, CONN. 
Sales Representatives 
John H. Graham & Co., Inc., 105 Duane St., New York, N. Y. 


-HOINENS 


Dealers say it’s the smartest mer- 
chandising combination in many a 
moon —and PLUS FREE GOODS 
and EXTRA PROFITS too! Mil- 
lions will be influenced to buy these 
most “asked for” garden tools by our 
national advertising featuring the 
“tried and true” endorsements of 
the nation’s leading garden experts. 


MONEY MAKER 


THE DISPLAY —a floor stand, counter high, espe- 
cially constructed and designed in full color to mer- 
chandise the Deal. Provides a complete sales-mak- 
ing garden-center in your store. Used as a single 
display unit or as seven separate displays for coun- 
ters or windows. 


SEND 
FOR 
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(LL TAKE THE 


WHITE one 


EVERY TIME 







tHe WHITE 


ONE 1S THE 
RIGHT one / 





All over the country they ALL want 





MAKE MINE 
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EASY TO READ 


and gvaronteed CHICAGO - 





> 
FREE — this 3-cotor 


metal display sign 


Kak 








WYTEFACE 


TRADE MARK 


Millions of magazine readers regularly 
see the K&E FAVORITE WYTEFACE* ad- 
vertising campaign—the biggest ever put 
behind a steel tape. 


When your customers see the FREE 3-color 
K&E WYTEFACE metal display sign in 
your window, or on your counter, they 
identify you with this campaign... they 
get a double impression which means sales 
for you! One look at WYTEFACE and 
they know this sensible steel tape is easy 
to read—its sharp black numbers and 
graduations are on a crack-proof white 
surface, bonded to the steel... protected 
from rust! WYTEFACE is easy to clean... 
hard to kink ... built for long life! 





ST. Louis ~ 


SPECIFICATIONS 


FAVORITE WYTEFACE STEEL TAPES, % inch 
wide, sturdy black leatherite case, nickel- 
plated mountings, strong simplified cen- 
ter, long folding, self-opening handle. 
Patented friction brake. Graduations be- 
gin at outside end of ring: GRADUATED 
IN FEET, INCHES and ' INCHES. 


W7380T 725 feet plain end ring........... $3.90 
W7380P 25 feet K&E end fastener........ $4.10 
W7382T 50 feet plain end ring..........+ $4.70 
W7382P 50 feet K&E end fastener........ $4.90 
W7384T 75 feet pliain end ring..........- $6.40 
Ww7384P 75 feet K&E end fastener........ .60 
W7385T 100 feet plain end ring........... $8.00 
W7385P 100 feet K&E end fastener........ $8.20 


The metal display sign is furnished free 
with your initial order. Ask your jobber— 
or write us— for sample of the line and il- 
lustrated folder with prices and discounts. 
*TRADE MARK 

EST. 1867 


KEUFFEL « ESSER CO. 


NEW YORK— HOBOKEN, N. J. 
SAN FRANCISCO + 


LOS ANGELES + DETROIT +» MONTREAL 
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POPULAR 










WYTEFACE 


STEEL TAPES 


K&E WYT EFAC 





a aa 
STEEL 


MEASURING 
TAPES 
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KEYSTONE Ge 
. POULTRY NETTING fe 


Here is welcome volume, rapid turnover, good 





dollar profit — at a mighty opportune time. 


a a ee ee er Ge 


Just put up a good display . . . these bright, trim 
rolls of premium quality netting almost sell them- 





selves. It’s quick and easy to show customers And for a 

what makes Keystone the best netting to look at, COMPLETE 

to handle, to stretch. It unrolls flat, like a rug — Line of Poultry 
Fence... 


has beautifully uniform mesh, free from buckling 
NEW longer and stronger reverse-twist weave. HIC MESH 
Available in both Hexagon and Straight Line. 


Perfected by 52 years of fence-making experience, 


the NEW Keystone Netting has the STAND- rtp heh 

OUT features that get the business. Make the most pel agg ce: gg Por ‘wire. Very 
also is SQUARE DEAL 

of it... order an ample stock for a BIG NET- a —a pane, fabric (151% to 


TING SEASON — NOW! 
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Never before has efficient farming been so important as 
it is now. Farm products—particularly livestock—are 
being stressed by the Government as a key to national 
defense; woven wire fence is a valuable and efficient 
tool in any livestock program. 

There’s a size, height and design of bethanized fence 
to handle baby chicks, poultry, sheep, hogs, cattle or 
horses. 

Moreover, bethanized fence has a scientific story that 
is practical, easy to understand. The zinc coating on 
bethanized fence is put there by electricity. This elec- 






‘ae 
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trical process makes the coating automatically uniform 
over every wire in the fence. No lopsidedness, no thin 
spots to give rust a foothold. Furthermore, the electrical 
process builds up a zinc armor that is 99.9+ per cent 
pure, ductile as gold leaf, and therefore both flake-proof 
and peel-proof. 

Underneath the superior bethanized coating is a 
heavy core of steel wire woven with strong, flexible 
hinge-joint construction. Deep “‘tension curves” in the 
line wires compensate for changes in temperature, keep 
fence tight and neat at all times. 


BETHLEHEM STEEL COMPANY 
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National Celebrates 40 Years 
of Achievement! 











OLD in years of experience, but ever young in 
progressive ideas, is the dominating spirit of this 
organization on its fortieth birthday. Loyal dealers 
everywhere have contributed greatly to these years 
of progress, and to them we pay just tribute. 


Backed by years of experience and faithful service 
is typical also of the “Big 4” Hanger and Braced 
Rail, which long have been the favorite of con- 
tractors and builders. This sturdy hanger and rail 
The “Big 4" Hanger have generously fulfilled their purpose in manip- 
ulating heavy sliding doors with a frictionless rolling 
freedom that is surprising. The secret of this effortless 
action centers around the steel roller-bearing hanger 
wheels and the fact that stout construction throughout 
with heavy embossing to give added strength accounts 
for the wonderful performance of the “Big 4” on the job. 








Braced Rail 





The braced rail which is especially designed to serve 
the “Big 4” Hanger provides an even, perfect tread to 
give friction-free action to the hanger wheels. The brackets are placed only 
12 inches apart and are double-riveted for positive rigidity. The rail is 
braced below; therefore the screws will hold more than three times as much. 


* * 


Complete information concern- 
ing dealer representation will 


You can best serve your trade 
by supplying it with this tried- 
be gladly sent upon request. 





and-proved hardware. 











National Manufacturing Company 
STERLING - ILLINOIS 
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This Book Will Help You 


in 3 Ways! 


®* Increase Your 
Present Sales 


°* Win confidence of 


your customers 


i ee ae © 


a 
- 
- 
“- 
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* Build replacement 


and “follow-up” 


sales 


mo 


If your builders’ hardware department is not one of the most 
profitable in your store—if your initial sale to a customer does 
not bring later replacement and “follow-up” sales—then this 
book is the answer to your problems. It is the practical kind of 
answer which will mean increased business and profits for YOU. 


Nowhere else can you get this wealth of authoritative informa- 
tion on all phases of properly specifying, selling and installing 
builders’ hardware at a profit. Written by an expert with more 
than 30 years experience in buying, selling and manufacturing 
this basic hardware line, this book shows you how to quickly 
and easily set up a builders’ hardware department capable of 
servicing all the needs of your community, from the modest aver- 
age home to schools, churches, hotels, office buildings, apartments 
and airports. 


You'll find complete instructions on how to read blue prints and 
specify jobs; how to work with property owners, contractors ‘and 
architects; and how to turn builders’ hardware purchasers into 
steady customers for all other hardware needs. 


Whether you are an experienced hardware man or a beginning 
clerk, you will find this book crammed full of helpful information 
and ideas for increasing sales. Order our copy NOW! 


THIS 


i 


HARDWARE AGE 
100 East 42nd St., New York, N. Y. 


Please send me 


CcaoOuPoOnN 





A few of the book’s features 
which will mean more dollars 
for YOU! 


Suggestions on making bids that will bring you 
more sales and sounder profits. 

How to bring prospects into your store. 

How to cash in on replacement and follow-up 
items. 

Specific information on equipping public 
buildings. 


Nine comparative charts which show you how to 
match different items of all leading manufac- 
turers. 


A working blue print, size 25 x 111/2 inches, with 
which to work throughout the course, and a 
glossary of over 300 technical builders’ hardware 
terms. 


Over 600 illustrations, charts and diagrams. 


220 pages—size 81/. x 11!/,—cloth bound to with- 
stand hard usage. 


TODAY 


10-16 


copies of “TAKING THE MYSTERY OUT OF BUILDERS’ HARDWARE” by Adon H. 


Brownell. I will pay the postman $3 each, plus a few cents postage. (Canada and Foreign Countries $3.50.) 


NAME . FIRM 


ADDRESS CITY 


STATE 


C) Check here if you enclose payment, in which case we pay postage. 








HARDWARE AGE 





Get more business 
with the best-known 


name in property 
protection . . . 
U-S:S CYCLONE 
































N every community there are stores, banks, plants, warehouses 





and public buildings that need window protection. Many 
plants and warehouses are big users of wire mesh partitions. ‘To 
get this business, call the need for protection to the attention of 
building owners and let them know that you handle a top-quality 
line of window guards and partitions. 

That’s where the Cyclone name comes in handy. The quality 
and long service of Cyclone Fence and Hardware Products—plus 
years of advertising the Cyclone name have together established 
a reputation that means easier, faster selling for our dealers. 

Cyclone Wire Mesh Window Guards are made with No. 10 
gauge wire woven in 1” diamond mesh. However, they can be 
furnished in a variety of sizes and meshes to suit any conditions. 
Available with channel-iron frames or round-iron frames. 
Cyclone Wire Mesh Partitions come in 4’ x 8’ sections, in No. 10 
gauge, 14” diamond mesh fabric. Doors are provided with tam- 





per-proof locks. You need not carry a large stock of these items, 
as they can be sold from samples, and furnished on order. Write 


us for further specifications and prices. 


CYCLONE FENCE DIVISION 


(AMERICAN STEEL & WIRE COMPANY) 


Waukegan, Ill. Branches in Principal Cities 





United States Steel Export Company, New York 








These 
popular items 
are good 
VOLUME- 
BUILDERS 





Cyclone “Red Tag” Lawn Cyclone “Red Tag” Screen Cyclone “Red Tag"’ Hardware Cyclone “‘Red Tag”’ Catch-all 
Fence Cloth Cloth Bask 
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M y name is WiehOlson, and Black 
Diamond is my twin brother. We 
are the most famous of the Nichol- 
son family, though we have many 
brothers. Altogether we represent 
more than 3000 kinds, sizes and 
cuts of files. 

Right now there are hundreds of 
thousands of new arrivals in our 
family each week . . . because we 
are in the midst of a national emer- 
gency, and Uncle Sam and the in- 
dustries work- 
ing for him need 
millions of us. 
We are “selec- 
tees” because 
of our stout- 
hearted capacity 
for doing good 
filing jobs. 
We're in the Army, the Navy, the 
Air Forces. We toil inthe big plants 
building planes, ships, tanks, trucks, 
guns and munitions. We also help 
keep in shape the machinery and 
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other tools prog 


defcnee meeds. And 





: of us are needed 
Sther jobs, too. Which is where 

_ you, Mr. Hard- 
“ wareman, come 
in—with the op- 
portunity both 
to help and to 
profit. 

Farmers need 
us to keep their 
food-raising im- 
plements working; miners to 
sharpen their picks, lumbermen 
their saws. Local machine shops 
handling sub-contracts on defense 
equipment keep us busy. Repair 
shops, smithies, garages have many 
uses for us. Building managements, 
trucking concerns, contractors, 
mechanical “trainees” want us. 

And this just “scratches the sur- 
face” of the big file field open to 








ror THE HARDWAS 


we 














€ ed by the defense 
frnover is rapid—for hard- 
ing files need constant replace- 
ment. While working day and night 
to keep up with defense require- 
ments, the Nicholson factories are 
not forgetting the hardwareman 
and his customers. But—get your 
orders in now, so your jobber can 
get them in line for early filling. 
And remember, with Nicholson or 
Black Diamond you've the“tops” in 
file quality, file 
reputation and 
easy-selling mer- 
chandise. The 
Nicholson guar- 
antee—Twelve 
perfect files in 
every dozen. 








P. S. — Assortments of the more popular kinds 
and sizes of general-purpose files for retailing are 
available in attractive Display Units. Also Saw 
File Display. In either Nicholson or Black Diamond 
brand. Consult your jobber. 


NICHOLSON FILE CO., Providence, R. 1. U.S. A. 
(Also Canadian Plant, Port Hope, Ont.) 
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AMERICAN CHAIN & CABLE COMPANY, Inc. 


ESSENTIAL PRODUCTS ... AMERICAN CABLE Wire Rope, TRU-STOP Emergency Brakes, TRU-LAY Control Cables, AMERICAN Chain, 

WEED Tire Chains, ACCO Malleable Iron Castings, CAMPBELL Cutting Machines, FORD Hoists and Trolleys, HAZARD Wire Rope, 
Yacht Rigging, Aircraft Control Cables, MANLEY Auto Service Equipment, OWEN Springs, PAGE Fence, Shaped Wire, Welding Wire, 
) READING-PRATT & CADY Valves, READING Electric Steel Castings, WRIGHT Hoists, Cranes, Presses... In Business for Your Safety 
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Priority Forms:— 


Facing the facts of the present 
business situation with complete 
candor, it must be realized that at 
best wholesale and retail hardware 
distributors will not be able to 
claim a very heavy proportion of 
defense orders as compared to 
their total normal volume. There- 
fore, it is extremely urgent that 
every possible opportunity be 
seized to fill in, to the best of 
your ability, all priority forms 
submitted to you by manufactur- 
ers. Only by this cooperation can 
you hope for any consideration on 
shipments of critical items or 
goods made from materials on the 
critical list. Admittedly the fill- 
ing in of these priority forms is 
a nuisance. They seem unneces- 
sarily complicated. You will un- 
doubtedly wonder if, by any 
stretch of the imagination, even a 
small percentage of all of the 
forms “filled-in” can be given 
any scrutiny, much less intelligent, 
impartial consideration. But at the 
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moment “that is the way it is.” So 
fill in every form that is sent to 
you in order that manufacturers 
may continue to make priority 
claims and, in some measure, con- 
tinue operations in your behalf. 
There is good reason to believe 
that this situation will be consid- 
erably relieved by a more efficient 
and less cumbersome system of 
“allocations” as outlined in our 
last issue. But, as we go to press, 
the priority plan is still in full 
force and must be supported with 
your best efforts in your own best 
interests. 


Shortages:— 


As yet, shortages of hardware 
store merchandise have not be- 
come acute, but the threat of early 
problems in this direction is in- 
creasing daily. It is clear that 
manufacturers and wholesalers are 
doing their best to keep retailers 
supplied and to date they have 
done a remarkably good job. How 
soon the pressure of “all out de- 


fense economy,” and its hand- 
maiden the priorities system, will 
seriously stymie the movement of 
much hardware merchandise is 
difficult to predict. In the mean- 
time, hardware dealers will do 
well to consider what they can 
sell in the way of services and 
goods that are not likely to be 
hampered by the needs of the Na- 
tional Defense Program. 


Services:— 

There are many services which 
most hardware dealers once per- 
formed which should now be re- 
sumed as profitable community 
services in the present upset era. 
Sharpening and repairing lawn 
mowers; making keys, repairing 
and servicing locks; renting floor 
sanders and floor polishers; gen- 
eral repairs on radios and elec- 
trical appliances; cutting and 
threading pipe; glazing; fixing 
bicycles, roller skates and coaster 
wagons, etc., are just a few of 
the possibilities that come quickly 
to mind as one-time normal func- 
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tions expected of the local hard- 
ware man. Most hardware men 
have a practical background and 
a flair for things mechanical. If 
they don’t some one in the store 
usually has such talents, for it is 
basically a love of tools and their 
uses that leads many young fel- 
lows into this business. With a 
probable scarcity of certain new 
merchandise, at an early date, 
many families will be pleased to 
have the equipment named re- 
paired or adjusted so that it will 
give service until new replace- 
ments are available. The building 
up of a good service business now 
will continue to keep your store 
in the minds of your community, 
will pay you a profit, keep people 
coming into your store and will 
encourage them to buy their re- 
placements from you when such 
goods are once again more plen- 
tiful. 


Non-Critical 
Goods:— 


In addition to the mechanical 
services which hardware dealers 
can render to help maintain their 
businesses on an even keel there 
are lines common to hardware 
store stocks that are not scarce and 
not likely to be seriously affected 
by defense needs. Among these, 
glassware of all kinds, wooden- 
ware, paints and lubricating oils 
are not yet on the critical list. All 
of these lines can be promoted 
and are highly profitable. Lubri- 
cating oil is particularly timely for 
hardware store promotion. Many 
of the older cars, trucks, tractors 
and other farm equipment are 
going to have to serve owners a 
year or two longer than usual. 
The older the equipment the 
greater the consumption of oil 
so that even the normally good 
repeat business that this line en- 
joys will have added impetus in 
these times. Electric lamps are 
not scarce and are not expected to 
be. They should be promoted con- 
stantly, for every home always 
needs lamps to fill many empty 
sockets. It will pay every hard- 
ware merchant to study his stock 
and to determine what lines can 
be expected to be available in good 
qualities and what services he can 
perform for his community—and 
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then to push as hard as he can to 
make the most of these services 
and sales of non-defense lines. 
When conditions are again more 
normal the dealers who pursue 
such a policy will still be in the 
picture, able and ready to resume 
something like normal procedure 
in the conduct of their business. 


Atlantic City 


Convention:— 


By the time our readers receive 
this issue of HaRpwaRE AGE the 
manufacturers’ and wholesalers’ 
joint convention at Atlantic City, 
N. J., will have ended. Without 
a doubt this particular conven- 
tion will be one of the most serious 
and important hardware men have 
held. The National Defense Pro- 
gram and the part hardware pro- 
ducers and distributors will play 
therein, plus the influence this 
program will have on the making 
and selling of hardware products, 
will dominate the thinking of dele- 
gates at this meeting. Trends in- 
dicate that our industry is destined 
to feel the full brunt of shortages 
and dislocations. Most of the ma- 
terials from which hardware prod- 
ucts are made are on the govern- 
ment’s critical list and therefore 
are under priority control. A 
further source of thoughtful dis- 
cussion will be the recent com- 
plaint of the Federal Trade Com- 
mission leveled against the Na- 
tional Wholesale Hardware Asso- 
ciation, its officers and two score 
or more of its members—charging 
monopolistic practices. While this 
topic is not on the formal program 
it will definitely be a major sub- 
ject of the convention’s informal 
deliberations. In these distressing 
and hectic times many hardware 
men will honestly wonder why a 
government, up to its figurative 
neck in trying to make up for lost 
time in preparing a defense pro- 
gram of its own, and also supply 
defense needs to Britain, Russia 
and China, will tolerate the expen- 
diture and diversion of time, 
money and talents for the pursuit 
of these FTC charges. The de- 
tailed story of these charges was 
told in the preceding issue of 
Harpware AcE (see Oct. 2. 1941. 
page 46). These monopoly charges 
may fade out either through dis- 


missal or a cease and desist 
order. As a matter of expediency 
the latter course may be expected 
if the charges are not dismissed— 
but, in the minds of many honest 
business executives involved, such 
an order will approximate “an 
agreement to stop doing what they 
never have done.” And, either 
way the situation is unpleasant 
and not conducive toward whole- 
hearted response to the Govern- 
ment’s pleas for cooperation in 
the emergency situation which 
confronts us today. 


Our Next Issue:— 


The next issue of HARDWARE 
AcE will be dated Oct. 30, 1941. 
It will include the first complete 
report story of the Atlantic City 
convention and will bring prompt- 
ly to the entire industry a graphic 
account of what took place at 
that important gathering. This 
should be the most important in- 
formation hardware men have re- 
ceived for a long time and, for that 
reason, every reader is urged to 
give particularly careful attention 
to the contents of our next issue. 


Our Ex-Soldiers:— 


Thousands of young men who 
have completed their military 
training under the Selective Ser- 
vice Act will shortly be released 
and will return to civil life. So 
will thousands of regular and re- 
serve army men. The selectees 
can expect to return to their pre- 
vious employment as the law re- 
quires that employers restore such 
men to their former positions or 
to positions of like seniority, status 
and pay. Brig. Gen. Lewis B. 
Hershey, Director of Selective Ser- 
vice, appropriately points out that 
employers also have a high moral 
and patriotic responsibility for do- 
ing so and asks that employers 
go a step further, in the national 
interest, by giving employment to 
as many as possible of the return- 
ing soldiers who for one reason or 
another do not have jobs awaiting 
them. This is a worthy appeal 
which merits the cooperative con- 
sideration of every American bus- 
iness man—for all of these ex- 
soldiers are entitled to our best 
support in their efforts to rehabili- 
tate themselves in civil life. 
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AZEX 


INTERIOR 


You'll breathe a hefty sigh of relief when you see the clear, 
clean pages of this new Lockwood insert. It makes ordering 
as easy as rolling off a log. 

Take these “Azex” pages, for example: Pick your knob 
pattern from the big illustrations at the top of the page... 
run your finger along the proper line at the bottom... . and 
under the clear, profile view of the action you want, you’ll 
find the right number. It takes about two seconds! 

Lockwood originated ‘‘panorama”’ cataloging for you 
in the Lockwood Catalog of Standardized Cylinder Locks. 
Lockwood carries the same time-saving idea into other 
builders’ hardware items in this insert. Both books will save 
you hours in ordering and specifying for big jobs. 


Write for your copy of this new insert today! 


OCTOBER 16, 1941 
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Split-second reference pages like these give 
you all necessary information on other Pend- 
ant Designs, Unifast, Bor-Loc, Patrician and 
Plastelle plastics, New Residence Handle Sets 
and other Lockwood products! 
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LOChWOOD 
HARDWARE MEG. CO. 


DIVISION OF INDEPENDENT LOCK CO. 


Fitchburg, Mass. 








Priorities Procedure for 


ORE and more 
hardware dealers may, in the fu- 
ture, be called upon to supply mer- 
chandise in connection with de- 
fense work as a result of greater 
efforts on the part of OPM to 
spread defense orders by using fa- 
cilities of smaller manufacturers in 
all parts of the country. 

Therefore, it is imperative that 
hardware dealers become familiar 
with the operation of the priorities 
system and the various forms used 
to expedite production and deliv- 
ery of materials needed in the de- 
fense effort. These are discussed 
fully in this article. 


I—Meaning of 
Defense Supplies 

A complete understanding of the 
meaning of “defense supplies” is 
essential. Definition by the Divi- 
sion of Priorities of OPM is as 
follows: 

“Defense Supplies” means and 
includes any supplies sold under 
any of the following contracts or 
orders: 

(a) Any contract or order for 
products to be delivered to or for 
the account of: 

1. The Army or Navy of the 
United States, the United States 
Marine Commission, The Panama 
Canal, the Coast and Geodetic Sur- 
vey, the Coast Guard, Civil Aero- 
nautics Authority, the National 
Advisory Committee on Aeronau- 
tics, the National Defense Research 
Committee. 

2. The of Great 


Britain and the government of any 


Government 


other country whose defense the 
President deems vital to the de- 
fense of the United States under 
the Act of March 11, 1941, entitled 
“An Act to Promote the Defense 
of the United States.” 

(b) Any other contract or or- 
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Editors’ Note: The words 
“supplier,” “distributor,” and 
“dealer” are used interchange- 
ably in this article. (c) Any contract or order 
placed or offered by any person 
for the delivery of any material 
or equipment required by him to 
fulfill his contracts or orders on 
hand, which material or equip- 
ment is to enter directly or indi- 
rectly into the manufacture of the 
products specified in paragraphs 


der for products which the Di- 
rector of Priorities determines is 
to cover direct or indirect defense 
requirements of the United States. 
by specifically assigning a prefer- 


ence rating of A-10 or higher 





thereto. (a) (1) and (a) (2) above. 
_ OFFICE OF PRODUCTION MANAGEMENT 
[ omcma | PRIORITIES DIVISION AN- 358526 
PREFERENCE RATING CERTIFICATE 
To 


NAME OF SUPPLIER 


¥ ADDRESS 
1. In accordance with Section 2 (a) of the Act of June 28, 1940 (Pub. 671, 76th Cong. 3d. Sess.), 


Preference Rating is hereby assigned to the item(s) described below covered by U. S. 


Army or Navy Contract No. placed with : 
COMPLETE DEPARTMENT XO 
Name 
Address 
By ae sent 
& ARMY OR NAVY SUPPLY ARM O® BUREAU 
Unit Agegen. Required 
Name and descrip*ion of item(s) Quantities alue Delivery Date(s) 





WHEN PREFERENCE RATING IS ASSIGNED TO MATERIAL ON A SUBCONTRACT RELATED TO 
THE PRIME CONTRACT NAMED IN PARAGRAPH 1, PARAGRAPH 2 MUST ALSO BE COMPLETED. 


a oe If thia Certificate is not to be extended to a subcontractor, the counter- ies 
signing U. S. Government oficial will rubber stamp Paragraph 2 “VOID.” 
2. In accordance with Section 2 (a) of the Act of June 28, 1940, Preference Rating -.... : is 
hereby assigned to the material described below valued at $ , ordered from the Supplier by 
‘ , . , for delivery in accordance with the following Delivery Schedule. 
Purchaser's Date of 
Order No. Order 





Name and description of item(s) 


—_——— 
34 Delivery | 4th Detivery | sth Delivery | oth Delivery | 7th Delivery | sth Delivery 
‘Date | "Date "Date ‘Dae | "Date | “Date 





e , - ist Delivery | 2d Delivery 
DELIVERY SCHEDULE | *Date “Date | 





Bi ti eB td 
ITEM 1 

Unit Quantities 
ITEM 2 

Unit Quantities 
ITEM 3.... 
Unit Quantities 

ITEM 4 

Unit Quantities » 


*Delivery Dates are arrival dates of material at Purchaser's Plant. Installment deliveries must be scheduled 
when partial deliveries will meet requirements. If necessary, delivery schedules may be attached as a part hereof. 














~cnn (SEE REVERSE SIDE} 











Front—A PD-3 Preference Rating Certificate used by the U. S. Army 
and Navy. Dealer receives a copy with his name at the top (1), and cus- 
tomers’ name at bottom (2). In extending this, dealer must make out 
seven copies, inserting his suppliers’ name at the top (1) and his own 
company name at the bottom (2). 
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the Hardware Dealer 


An exposition of the various steps 
with which hardware dealers must 
become familiar and the forms used 
to expedite production and delivery 
of the materials needed for defense. 


various material ratings in order 
Ratings are stsigned to mate- of importance are listed herewith: 

rials going into defense produc- THESE RATINGS MEAN DE. 

tion the purpose of which is to in- FENSE 

dicate the relative importance of AA (Emergency) 

the material or supplies in the 


scheme of defense efforts. These A-1-f, A-l-g, A-l-h, A-1l-i, A-1-j. 


11—Material Ratings 





3. AUTHENTICATION: 


I hereby certify (a) that the material specified in this Certificate is essential for completion of the contract(s) 
cited herein, (6) that the specified quantities are not greater than required for said contract(s), and (c) that the 
specified Delivery Date(s) in the installment Delivery Schedule on the face of this Certificate (or appended 
hereto) are not earlier than actually necessary for completion on time of said contract(s). 


“Signature of Purchaser: *Countersignature of U 8. Government official 
= odecteainasdeia /s/ ‘ sana snviahhitnintaitneaansiehiiiaséaiaennniiia 
CORPORATE NAME Name 
SIGNATURE OF OFFICIAL Tits 
fa oe aT vITLA eat at oe Soe a eee STATION ST a ee 
Date ; Date assnelendiibdaasineecehaanentininieducnneitinmnbaen 


* This Certificate is not valid ‘unless this uthentication is countersigned by the appropriate 
U.S. Government official and (if extended as provided in Paragraph 2) signed by the Purchaser. 








THIS CERTIFICATE IS NON-TRANSFERABLE 


EG pave 


E. R. STETTINIUS, JR., 
Director of Priorities. _ 





By Authority of 





NOTICE TO SUPPLIER 


1. The purpose of this Preference Rating is to insure delivery on the Required Delivery Date(s) insofar as 
such delivery can be effected without prejudice to contracts and orders bearing equal or superior Preference 
Ratings but, if necessary, ewbordinating other ts or orders placed with you for private account or for 
export. Preference Ratings, in order of precedence, are AA, A~l-a, A-I-b . . . A-1-j, A-2 . . . A-10, otc. 


2. If the Supplier is, or anticipates that he may be, unable to meet the Required Delivery Date(s), the 
reasons therefor, together with attendant fects and circumstances, and the extent of the delay anticipated 
should be reported immediately to the U. S. Government official countersigning this Certificate. 











Distribute copies of this Certificate in aecordance with instructions printed on each copy 
ORIGINAL—TO BE FORWARDED TO AND RETAINED BY SUPPLIER 


A-l-a, A-1-b, A-l-c, A-l-d, A-1-e, 











Back—These seven copies must be returned to the appropriate U. S. 
Government Official for authentication. (3). Two copies then are re- 
turned to the dealer. He retains the original and sends sextuplicate to 
his supplier. This form cannot be reproduced. 
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A-l, A-2, A-3, A-4, A-5, A-6, 
A-7, A-8, A-9, A-10. 


THESE RATINGS MEAN NON. 
DEFENSE 

B-1, B-2, B-3, B-4, B-5, B-6, B-7, 
B-8, B-9, B-10. 

A producer receiving an order 
for defense supplies with a rating 
of A-1l and another order with a 
rating of A-l-a must fill the latter 
first, provided delivery date is 
not a factor. 


11I—Check With Local 
Manufacturers for 
Defense Business 


Hardware dealers located in 
communities where manufacturers 
are working on defense orders 
should check with these compan- 
ies to determine what types of ma- 
terials they need and those items 
or equipment the dealer can sup- 
ply. Information as to the Prefer- 
ence ‘Rating Orders that have been 
issued to the manufacturer and 
the ratings assigned to the mate- 
rials covered in the Order will also 
aid the dealer in serving this man- 
ufacturer. 

There have been approximately 
57 “P” Orders (explained Part 
VI) issued by the Division of Pri- 
orities of OPM to date. Many 
producers of vital defense mate- 
rials and manufacturers of essen- 
tial equipment have been issued 
Preference Rating Orders in or- 
der to facilitate their defense pro- 
duction. If you supply those com- 
panies with materials that are 
under priority control, they can 
extend those Orders to you so that 
if need be, you in turn can secure 
the defense materials required 
from your suppliers. The proced- 
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ure is outlined elsewhere in this 
article. 


IV—Specific Identifica- 
tion of Defense Orders 


The distributor or dealer must 
require his customer to identify 
by Preference Rating Certificate or 
Preference Rating Order all or- 
ders or contracts placed with him 
which can be considered defense. 
The mere statement of the fact 
that the order is for defense is not 
sufficient identification. 

The customer must support the 
identification by one of the follow- 
ing: 

(1) Preference Rating Order or 
Preference Rating Certificate, or 

(2) Certificate PD-25D 
(used under Defense Supplies Rat- 
ing Plan). 


Form 


V—Preference 
Rating Certificates 


Preference Rating Certificates 
are priority order forms. Those 
with which hardware dealers may 
have to deal are PD-2 Civilian 
Preference Rating Certificate is- 
sued by Priorities Division to cov- 
er single orders, PD-3 used by the 
U. S. Army and Navy, and PD-4 
used by U. S. Government Agen- 
cies. Officials of these departments 
are permitted to apply the Prefer- 
ence Rating Certificate only 
against materials on the critical 
list. 

A hardware dealer receiving an 
order for materials, a PD-3 Cer- 
tificate for example, must fill the 
order from stock if this is possi- 
ble, or if this cannot be done. the 
certificate can be extended to the 
dealer’s supplier. 

In extending it, the dealer 
makes out seven copies, inserting 
his suppliers name at the top and 
his name at the bottom. These cer- 
tificates must then be returned to 
the appropriate U. S. Government 
official for authentication. Gener- 
ally the proper official is stationed 
in the manufacturing plant where 
the firm is a large, prime contrac- 
tor. The dealer is then returned 
the original and the sixth copy of 
the certificate. He keeps the orig- 
inal and forwards the sextuplicate 
to his supplier. 
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PREFERENCE RATING ORDER No. P-4 


FOR MATERIAL ENTERING INTO AIRPLANE 
ENGINES AND PROPELLERS 


DD cennectnsenssenesenstnnneccennggsenemermmminmmninncnecesnateencscnstateccessnind, /° wastiesnanegnsessesenipensness ammocmqnegitiniammmianseneeeeees 





(Name of produeer} SSS 


(Cory No. waa ) 
In the interest of the National Defense and pursuant to authority vested in the Director of Priorities, IT 18 HEREBY ORDERED 


PREFERENCE RATING ORDER 


(a) (1) Subject to all the terms, d: and req of this Order, Preference Rating A-l-¢ 1s hereby assigned 
(i) In favor of the Producer (as hereinafter defined), and in favor of each Rated Subcontractor (as hereinafter 
defined), to be applied to deliveries of materia] entering directly or indirectly, at any stage of production, into 
Airplane Engines and Propellers produced to fulfill the Defense Orders of the Producer, always provided, 
however, that any. such material is included in the current Priorities Critical List of the Army and Navy 
Munitions Board, as amended from time to time; and 
(ii) In favor of the Producer, to deliveries of material consisting of cutting and other perishable tools and equipment 
of like nature other than machine tools or similar machinery required in the manufacture of Airplane Engines 
and Propellers. 





(Nore.—Any component part of said Airplane Engines and Propellers may receive a higher preference 
rating by the Army and Navy Munitions Board Directives. in which event such higher preference rating shall 
control.) 


(Preference ratings for machine tools and similar machinery shal] be obtained in the usual manner by 
individual preference rating certificates from the Army or Navy Contracting or Procurement Officers or 
Inspectors.) 

(2) (i) “Defense Orders” as herein used shall mean any contracts or orders for Airplane Engines and Propellers placed 
by the Army or Navy or for the defense of Great Britain including contracts or orders from other parte of the 
British Empire for that purpose or any contracts or orders for Airplane Engines and Propellers for which the 
delivery schedule has been approved by The Joint Aircraft Committee 


(ii) “Producer” as herein used shall mean the Producer of Airplane Engines and Propellers for Defense Orders, to 
whom a copy of this Order is specifically addressed. and who has accepted the same in the manner in (5) 
below set forth. 


(iii) “Supplier” as herein used shall mean any individual, firm, or corporation holding a contract or order for the delivery 
of material which enters into the production, directly or indirectly, at any stage of production, of Airplane En- 
gines and Propellers by the Producer and in whose favor the preference rating as herein provided has not been 
extended. When the peference rating herein provided has been extended in favor of a Supplier, and such Sup- 
plier has accepted the same in the manner in (5) below set forth. such Supplier then becomes what is herein- 
after called a “Rated Subcontractor ” 

(3) The Producer, and each Rated Subcontractor, shall, so long as this Order 1s in effect as to him 

(i) Maintain accurate records of all extensions of such preference ratings hereunder pursuant to this Order, stating 
the name and address of each Rated Subcontractor to whom such preference rating has been extended; and the 
kinds, values, and quantities of material covered by each such extension, and dates of delivery thereof, and main 
tain records, acgording to sound accounting practices. of inventories and stocks on hand, and contracts and orders 
on his books, and of schedules of deliveries, required pursuant toe such contracts or orders Such records shall 
be preserved for at least I year after the revocation or expiration of this Order or modifications or amendments 
thereto. 

(ii) Furnish information respecting matters covered by (3) (i) and respecting any other pertinent matters to the 
Priorities Division of the Office of Production Management from time to time as required by said Division. Until 
further order, such information shall be so furnished on the 10th day of each month for the preceding month, 
as required by the form of report appearing as Exhibit A hercto, or on any other form of report which may be 
approved by the Priorities Division, which shall be sent to the Priorities Division and a copy to the Scheduling 
Unit.of the Aircraft Section, both of the Office of Production Management, which report must be sworn to by 
an authorized officer or individual of the Producer or Rated Subcontractor furnishing the same, and certified 
to by a Contracting or Procurement Officer, or Inspector of the Army or Navy as provided in said report 

(iit) Submit from time to time to an audit and inspection by representatives of the Division of Priorities respecting 
matters covered by (3) (i) and (ii) 

(4) This Order shall not continue effective as to any Producer or Rated Subcontractor unless he shall regularly file with 
the Director of Priorities, Office of Production Management, Washington. I C.. the report as required in (3) 
(ii) above 

(5) In order to apply said preference rating to the delivery by Suppliers of any material which enters into the production, 
directly or indireetly, at any stage of production, of Airplane Engines and Propellers by the Producer, the 
Producer or Rated Subcontractor shal] take the following steps 

(i) Exeeute a copy of this Order as provided at the end hereof and transmit such copy to the Director of Priorities. 

(ii) Execute an additional copy for each Supplier to whose deliveries of such material said preference rating is to 
apply, which copy must, in all cases, be countersigned by a Contracting or Procurement Officer, or Inspector of 
the Army or Navy in the manner provided at the end of this Order; and furnish such additional copy, so exe- 
cuted and countersigned, to each such Supplier. One such copy furnished to a Supplier shall be deemed to cover 
all deliveries of such material by such Supplier to the Producer or Rated Subcontractor by whom it is furnished 
to him, whether such deliveries are pursuant to one or more Defense Orders, for one or more types of material, 
or by one or more orders placed at one time or from time to time, but this provision shal! not relieve the Producer 


or Rated Subcontractor from furnishing the regular report provided in (3) (ii) above. 
Led 








This is a Preference Rating Order. (“P’”’ Orders) A supplier receiving a 
signed copy of this Order, in order to extend the preference rating, must 
execute a copy of this Order by signing the acceptance at the end of the 
Order and filing with OPM. Then he must furnish one additional copy 
of this Order signed by him and properly authenticated in the same man- 
ner, to each of his suppliers of materials to the delivery of which he elects 
to apply the preference rating. 


materials needed by defense or es- 
sential civilian production. These 
are blanket ratings and can be 
used over a set period of time to 


VI—Preference 
Rating Orders 


Preference Rating Orders are 





another priority order form. Sev- 
eral types of these orders, desig- 
nated by one of the following let- 
ters “P,” “M,” “E,” and “L,” are 
now in use. 

Hardware dealers are most like- 
ly to come in contact with “P” Or- 
ders which have been granted to 
facilitate the acquisition of scarce 


apply to many deliveries of scarce 
materials. 

“P” Orders are usually issued 
to producers of defense or essen- 
tial civilian needs and can be ex- 
tended to suppliers (distributors 
or dealers) or to sub-suppliers 
(distributors or dealers) provided 
they need help to get supplies. 
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PD-14 


To Director OF PRIoRITIEs, . 
OFFICE OF PRODUCTION MANAGEMENT, 
Washington, D C 


ENDING 


(Copy No. 


Name of producer of airplane engines and propellers 


to whor 
preference rating order was originally issued | 


Name and address of rated subcontractor or supplier 


STATE OF | 


COUNTY OF } 


The undersigned being duly sworn states that he executed 
the foregoing report on behalf of and by authority of the 
above-named Producer or Rated Subcontractor and hereby 
certifies that (i) the materials specified in the foregoing re 
report are essential for completion of Defense Orders (as 
defined in Preference Rating Order No. P-4), for Airplane 
Engines and Propellers; (ii) the specified delivery date(s) 
are not earlier than actually necessary for completion on time 
of such Defense Orders. (iii) the specified value(s) are 
rect, and (iv) that all of the facts above set forth are truc 
and correct 


(Signature of authorized individual executing report) 
Sworn to and subscribed before me this 


day of » 19. 


Notary Public. 


My commission expires 





(This form may be reproduced by the company filing report) 


TABULATION OF PREFERENCE RATED ORDERS PLACED DURING MONTH 


PREFERENCE RATING ORDER NO. P-4 


Descrnption of itemis) ordered 


(Exhibit A) 


» PURSUANT TO 


-) 


| Number 
| (Copy number of order 


Address 
| iansued to each producer) 


Delivery schedule 

ag’ to by sup- 

plier or rated sub- 
contractor 


Unit 
quantities 











(Name of producer or rated subcontractor) 


(Signature of officer and ttle) 


CERTIFICATION BY ARMY OR NAVY CONTRACTING 
OR PROCUREMENT OFFICER OR INSPECTOR 


I HEREBY CERTIFY that to the best of my knowledge, infor 
mation, and belief the specified quantities of material above 
set forth are reasonably necessary for the completion of 
Defense Orders (as defined in Preference Rating Order P-4) 
and that the specified delivery date(s) are not earlier than 
actually necessary for completion on time of such Defense 
Orders. 


Dated this day of ,19 


6 213008 








Monthly reports must be made by producers and any suppliers who 
extend a Preference Rating Order. These reports show how they use 
the Order and the materials and supplies obtained by the rating. This 
form PD-14 is a reporting form under Preference Rating Order P-4. 


The producer or any supplier 
who has been furnished with a 
signed copy of the “P” Order in 
order to extend the preference 
rating to deliveries to him must: 

(1) Execute a copy of this or- 
der by signing the acceptance at 
the end and filing such signed 
copy with Division of Priorities of 
OPM. 

(2) Furnish additional 
copy of this order signed by him 
in the same manner to each of his 
suppliers with whom he has placed 
a contract or purchase order for 
materials to the delivery of which 
he elects to apply the preference 


one 
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rating. After he has furnished one 
such copy to a particular supplier, 
he need furnish no additional copy 
to that supplier to cover any sub- 
sequent deliveries of material en- 
tering into the production of de- 
fense products. The producer or 
supplier who has applied the rat- 
ing shall identify subsequent pur- 
chase orders which are covered by 
the rating by specifying thereon 
the number and serial number of 
this order and the preference rat- 
ing hereby assigned. 

Producers, and any suppliers 
who pass the rating down must 
keep records of the way they use 


the order and the materials and 
supplies they obtain by the rat- 
ing. 

Some examples of Preference 
Rating Orders (“P” Orders) that 
have been issued and the mate- 
rials covered by the order follows: 

Order P-32 effective Aug. 20, 
1941, assigns a preference rating 
of A-10 to Parts for the Mainte- 
nance and Repair of Farm Ma- 
chinery and Equipment. 

Order P-46 assigns a rating of 
A-10 to public utilities for main- 
tenance materials, and 
supplies. It became effective on 
Sept. 17, 1941. 

A complete list of these orders 
may be secured at your local OPM 
office. (See Sept. 18 issue of 
HarpwareE AGg, page 40.) Inter- 
ested dealers should secure this list 
and become familiar with various 
orders that offer opportunities for 


repairs, 


business under today’s conditions. 

“M” Orders are granted to put 
the distribution of 
modities under industry-wide con- 
trol. They regulate the distribu- 
tion and flow of given materials 


various com- 


into defense and essential civilian 
channels. 

An example of the application 
of this type order with which hard- 
ware dealers have had some con- 
tact is Order M-36, To Conserve 
the Supply and Direct the Distri- 
bution of Manila Fiber and Ma- 
nila Cordage. 

Under this order no processor 
or dealer shall sell or deliver Class 
A or, Class B Cordage except to 
fulfill the following categories of 
orders: 

(1) Defense Orders. 

(2) Purchase Orders for Class 
A or B cordage for use by persons 
in the following categories of us- 
age: 

(a) Marine—for use by or for 
ships, towing, commercial fishing, 
and on inland waterways. 

(b) Oil Wells-—for use as drill- 
ing cables, catlines, spinning lines 
and torpedo lines. 

(c) Mining—for use for hoist- 
ing and transmission of power. 

“E” Orders are granted to con- 
trol distribution of equipment so 
that defense needs can be filled 


first. It is similar to an “M” Or- 
der. 
“LL” Orders are limitation or- 


23 








ders, setting limits on production 
of the materials or items covered. 


Vil—Defense Supplies 
Rating Plan 


It is quite possible that hard- 
ware dealers may be called upon 
to act either as suppliers or sub- 
suppliers under this p'an, so it is 
well to become familiar with the 
forms and the object of the plan. 

In the interest of national de- 
fense, the Division of Priorities of 
OPM has released an optional plan 
known as the “Defense Supplies 
Rating Plan” which a_ producer 
may use to obtain the necessary 
scarce materials required for his 
production for defense. The sup- 
plier plays a vital part in the oper- 
ation of this plan. 

Under the plan the producer can 
get a preference rating of A-10 on 
such quantities of scarce materials 
as his experience in the preceding 
quarter indicates will be his need 
for production for defense in the 
current quarter. 

The producer determines from 
his sales records for the preced- 
ing quarter the proportion of his 
business in that quarter which he 
can identify as defense. This is 
done by identifying all incoming 
orders as defense or non-defense 
under the definition of the plan. 
(See Part IV.) 

When the preference rating has 
been granted to the producer he 
will then advise his suppliers. If 
the suppliers upon whom the rat- 
ing is served also need help to get 
supplies required to deliver their 
product to the producer, they can 
pass the rating on down to their 
sub-suppliers under the same or- 
der. 

The producer and any suppliers 
who pass the rating down, must 
keep records of the way they use 
the order and the materials and 
supplies they obtain by the rating. 
This must be reported each month 
on form PD-25b. 


VIII—PD.-25C (revised ) 
Customer’s Certificate of 
Defense Requirements 


This form is used in connection 
with Defense Supplies Rating Plan 
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by a supplier or suppliers’ cus- 
tomer to report the monthly per- 
centage of total purchases which 
have gone into defense. Many 
hardware dealers have no doubt 
received this form from manufac- 
turers who have received a rating 
under the Defense Supplies Rating 
Plan in order to aid them in secur- 
ing materials needed in the pro- 
duction of defense supplies. 
Dealers should determine the 
percentage of their monthly vol- 
ume that goes into defense by fol- 
lowing the plan described in part 
X. In order to do this, it will be 
necessary for the dealer each 
month to send this same form 
(PD-25C) to his customers who 
make defense purchases from him, 
requesting them to furnish him 
with the percentage of their total 


IX—PD-25D Customer’s 
Certificate of 
Defense Requirements 


This form is used by a supplier- 
dealer, or their customer to iden- 
tify individual purchases for de- 
fense. Wherever it is possible, 
dealers should request customers 
engaged in the production of de- 
fense materials to use this form 
to identify individual purchases 
for defense. 

The supplier or customer must. 
however, show on form PD-25D 
the preference rating assigned to 
the material (see Part II) and the 
Preference Rating Order or Cer- 
tificate number held by the cus- 
tomer. 

If the materials were or are to 
be delivered to the agencies listed 
in (a)(1) and (a) (2) of the def- 


inition of Defense Supplies (Part 


purchases for the month that was 
I) the numbers of the purchase 


for defense. 





Form PD-25C 
Revised 8-16-41 ne 


OFFICE OF PRODUCTION MANAGEMENT 
Division of Priorities 


CUSTOMER'S CERTIFICATE OF DEFENSE REQUIREMENTS 





Name of Supplier with Whom this Ceriilicate is Filed) 





a 


The undersigned customer hereby cértifies to the Director of Priorities of the Office of Production Management and to the above- 
named Supplier thot: 


1. During the month of... 194. " percent of the total dollar volume of sales made by the under- 
signed to all of its customers constituted Defense Supplies as defined below. In calculating this percentage, there have not 
been included any sales made under an order bearing specific defense identification which has already been used by the 
undersigned to obtain a delivery of materials by re-extention or other application of such defense identification. 

2 No purchase orders have been ploced with the above-named Supplier during the month specified, and no purchase orders 
will be ploced with soid Supplier in succeeding months in amounts which will increase the undersigned’s inventory in excess 
of a normal supply for ony item. 

3. The facts set forth above’ ore to the best of the knowledge ond belief of the undersigned true and correct. 





Tego! Nome of Customer Executing Certificate 


By 








Signature ond Title of Authorized Individual 


Defense Supplies” meons ond includes any supplies sold under ony of the following contracts or orders 
(a) Any contract or order for products to be delivered to or for the account of: 


1. The Army or Novy of the United Stotes, the United States Maritime Commission, the Coast and Geodetic Survey, 
the Coast Guard, Civil Aeronautics Authority, the National Advisory Committee on Aeronautics, the National De- 
fense Research Committee, the Paname Canal. 

2. The Government of Great Britain and the Government of any other country whose defense the President deems vital 
to the defense of the United Stotes under the Act of March 11, 1941, entitled “An Act to Promote the Defense of the 
United States.” 

ib) Any other controct or order for products which the Director of Priorities determines is to cover direct or in- 
direct defense requirements of the United States, by specifically assigning o preference rating of A-10 or 
higher thereto, 

ic) Any contract or order placed or offered by any person for the delivery of any material or equipment required 
by him to fulfill his contract or orders on hand, which material or equipment is to enter directly or indirectly 
into the monufocture of the products specified in paraaraphs (a) (1) and (a) (2) above 


(The foregoing Certificate constitutes a representation to the above-named Supplier and to the Director of Priorities of the Office 
of, Production Management. Section 35A of the Criminal Code, 18 U S.C. 80, makes it a criminal offense to moke a false statement or 
representation to any Department or Agency of the United States as to any matter within its jurisdiction This certificate must be kept 
on file by the Supplier for inspection by representatives of the Office of Production Management for o period of at least two yeors.) 
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Form PD-25C (revised), is used by a supplier or suppliers’ customer 
to report the percentage of total monthly purchases which have gone into 
defense production under the Defense Supplies Rating Plan. 
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orders held by the customer must 
be given. 


(Adapted from a chart supplied by 


‘ ‘ Ni s ‘ile Co.) 
This form is not needed if a the — ape File Co . ge 
Preference Rating Certificate PO Fig M 3 ~ ba Bese <. 
z Sales o. Jo Sales al : 3 
(Part V) or Preference Rating Or- List Customers to Customer for for 
der (Part VI) is issued to or ex- Returning Certificate Returning Defense Defense 
. »D.25C itt cate : “= S ‘i 
tended to the supplier. PD-25C. Certificate Supplie Supplie 
Customer | $50) 70% $350 
Customer 2 300 50% 150 
io Customer 3 1,000 80% 800 
X—Determining Your Customer 4 200 30% 60 
Percentage of Defense $2.000 $1.360 
Business Under the De- Now divide total of Col. C by Col. A—$1,360 $2,000 = 68% 





fense Supplies Rating 
Plan 


Now you know two things: (1) 


The first step is to send a lettei 
to each of your customers engaged 
in the production of defense ma- 
terials enclosing form PD-25C, 
Customer’s Certificate of Defense 
Requirements. Keep the forms 
that are returned to you and do 
this simple arithmetic. 


A) and 
thoce which 


fense (68 per cent). 


sales goes into 


sales for the month. divide 


the volume of sales to customers 
who have sent in certificates (Col. 
(2) the percentage of 
de- 


If replies (Col. A) represents 
less than 85 per cent of your total 


the 





Form PD-25D 


Printed and Sid by 
UNZ ie] 
24 Beaver St New York 
9626) 


OFFICE OF PRODUCTION MANAGEMENT 
Division of Priorities 
CUSTOMER'S CERTIFICATE OF DEFENSE REQUIREMENTS 


(Specific Ideatificction Form 





with Whom this Cerilicate is Filed) 


Nome of Supclier 





Addressi 


The undersigned customer hereby certifies to the Director of Priorities of the Office of Production Management ard to the above 
named Supplier thot e 


1. The following purchase orders placed by the undersigned with the above-named Supplier on 

(date of customer's order) 
were required by the undersigned for the production of Defense Supplies os defined below, all of which Defense Supplies 
either were or are to be delivered under a preference rating of A- , assigned to such delivery by Preference Rating 
Cbrtificate or Order of the Director of Priorities No. , which Certificate or Order is now in the hands of the 
undersigned or, if no rating has been assigned, were or ore to be delivered for the account of the agencies listed in (a) | 
and (a) 2 of the definition of Defense Supplies below, which orders for the account of such agencies are now in the hands 
of the undersigned 


Purchase Order No Purchase Order No 





2 The purchase orders specified above were not placed with the above-named Supplier in on amount which increased or 


will increase the undersigned’s inventory in excess of a normal supply for any item. 


3. The facts set forth above are to the best of the knowledge and belief of the undersigned true and correct 





Tegal Nome of Customer Execviing Covicae 


By: 





Signature and Tite of Authorited ind vidual 


“Defense Supplies” means and includes any supplies sold under any of the following contracts or orders 
{a} Any contract or order for products to be delivered to or for the account of 


1. The Army or Navy of the United States, the United States Maritime Commission, The Panama Canal, the Coost 
and Geodetic Survey, the Coast Guard, Civil Aeronautics Authority, the National Advisory Committee on Areo 
nautics, the National Defense Research Committee 


2 The Government of Great Britain and the Government of any other country whose defense the President deems vito! 
to the defense of the United Stotes under the Act of March 11, 1941, entitled “An Act to Promote the Defense of the 
United States.” 


(b) Any other contract or order for products which the Director of Priorities determines is to cover direct or ir 
direct defense requirements of the United States, by specifically assigning o preference rating of A-10 or 
higher thereto. 


(c} Any contract or order placed or offered by any person for the delivery of any material or equipment required 
by him to fulfill his contract or orders on hand, which material or equipment is to enter directiy or indirectly 
into the manufacture of the products specified in paragraphs (a) (1) and (a) (2 above 


{The foregoing Certificate constitutes a representation to the above-named Supplier and to the Director of Priorities of the Office 
of Production Management. Section 35A of the Criminal Code, 18 U.S.C. 80, makes it a criminal! offense to make a false statement o 
representation to any Department or Agency of the United States as to any matter within its jurisdiction. This certificate must be ke>! 
on file by the Supplier for inspection by representatives of the Office of Production Management for a period of at least two yeors.) 
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Form PD-25D is used by a supplier, or suppliers’ customer to identify 
individual purchases for defense under the Defense Supplies Rating Plan. 
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total in Col. C by your total sales 
for the month. The result is the 
percentage of your sales that goes 
into defense. 


For example: Your total month- 





ly sales are $5.440, so your vol- 
ume of customers reporting is not 
85 per cent of this total. Now di- 
vide $1,360 by $5,440 and the 
answer 25 per cent represents the 
percentage of your total sales that 
goes into defense. 

Then this figure (25 per cent) 
is reported on form PD-25C and 
sent to your suppliers as soon as 
possible. By doing this the dealer 
aids his suppliers in obtaining a 
steady flow of materials entering 
into defense productions and as- 
sists in the maintenance of inven- 
tories out of which prompt deliv- 
eries can be made to him. 

If replies received and listed in 
Col. A represents 85 per cent or 
over of your total sales for the 
month you may use your percen- 
tage figure (68 per cent) as appli- 
cable to 100 per cent of your total 
volume. 

It is a criminal offense to make 
a false statement or representation 
on these forms so’ dealers should 
be able to prove with proper docu- 
ments any data supplied. It is also 
necessary to keep any certificates 
received on file for inspection by 
representatives of OPM for a pe- 
riod of at least two years. 


New Priorities 
Field Offices 
( District Offices were listed in Sept. 
18. 1941, issue of HARDWARE AGE. 
page 40.) 
Indianapolis, Ind. 
Albert O. Evans 
Circle Tower Bldg. 


(Continued on page 104) 
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By L. W. MOFFETT 
Washington Representative 


of Hardware Age 
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WITH MANUFACTURERS’ EX- 
CISE TAXES of 10 per cent applica- 
ble for the first time to electric, gas 
and oil appliances, including flatirons, 
fans, mixers and vacuum clean- 
ers, Price Administrator Leon Hender- 
son cautions retailers, wholesalers and 
manufacturers against pyramiding the 
taxes, thereby subjecting consumers to 
a price above the actual excise tax. 

Explaining that, properly figured, the 
excise tax should be left out of all mark- 
up calculations, and that “pyramiding” 
of the new tax constitutes a dangerous 
threat to the price structure, 
Mr. Henderson adds: 

“Where a manufacturer sells an ar- 
ticle for $100 and passes on the 10 per 
cent excise tax it results in a price of 
$110 to the Should the 
latter compute his regular mark-up price 
on the $110 instead of on the 
$100 base, the price to the retailer will 
be raised by more than the amount of 
the tax. If the retailer in turn cal- 
culates his mark-up, on this total, the 
final cost of the article to the ultimate 
raised considerably in 
actual excise tax.” 


x * * 


DEFENSE HOUSING COORDI- 
NATOR Palmer offers slight solace to 
those affected by priorities re- 
strictions imposed on house construc- 
tion. 

“The system of 


stoves, 


general 


wholesaler. 


price, 


consumer will be 
excess of the 


rigid 


for hous- 
ing is now agreed upon and put into 
operation,” Palmer. “We shall 
make every effort to adapt this system 
to changing circumstances, and to make 
it operate so as to the least 
possible hardship under the necessary 


priorities 


says Mr. 


impose 
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conditions of urgent defense. But every- 
one realizes that priorities are one of 
the horrors of war, at best. They add 
one more complication to the inevitable 
complexity of modern high-powered 
business and industry.” 


x * * 


A NEW DEFENSE HOUSING 
BRANCH in the OPM labor division 
will keep defense aides up to date on 
housing requirements and advise De- 
fense Housing Coordinator Charles F. 
Palmer on ways and means for filling 
the needs. Joseph P. Tufts, Pittsburgh 
Housing Association director and former 
faculty member of Dartmouth College, 
will handle the double-barreled job of 
working for OPM’s housing priorities 
section and acting as chief of its de- 
fense housing branch in the labor divi- 
sion. 


es 2 2 
THE FLEXIBILITY of the pri- 


orities system to meet emergency needs 
was illustrated recently when OPM’s 
priorities division decreed that orders 
for manila rope for use in the Texas 
and Louisiana coastal areas hit by the 
Sept. 24 hurricane would be given 
right-of-way along with defense orders. 

Manila fibre and cordage were sub- 
jected to priority control several months 
ago. The gist of General Preference 
Order M-36 was to make mandatory 
the filling of defense orders for manila 
rope ahead of non-defense requirements. 


x * * 
ITS CUE from the 20 


in wholesale prices since 


Retailers’ 


TAKING 
per cent rise 
mid-1939, the 


Advisory Com- 


FOOORS 


INGTON NEWS RE 


OOo 


mittee warns that if and when the 
pending price control bill passes, prices 
will move skyward again if the bill 
contains the provision to freeze farm 
prices at 110 per cent of parity. 

The Committee sees no bluffing in the 
further proposal to freeze farm prices 
at 125 per cent, and attributes the re- 
cent wholesale price rise to the 85 per 
cent of farm parity loan act passed 
last April. 

* @®& @ 


THE COMMITTEE looks for a 
further hiking in prices to up the flow 
of consumer complaints reaching OPA 
to new highs. After examining the let- 
ters, which are crowding OPA’s incom- 
ing mail pouches to the tune of 100 a 
week, the Committee expresses concern 
because the writers display no under- 
standing of why prices move up. Nearly 
all of them refer to the merchant as a 
“profiteer.” 

Ass an effective antidote to counteract 
this widespread impression, the Com- 
mittee forecasts that the merchant is in 
for a stiff fight, suggests that the best 
weapon is to everlastingly hammer away 
at the fact that everything has moved 
up faster than retail prices. It like- 
urged retailers to remind their 
customers that this was not true during 
World War I. It’s true now, the com- 
mittee points out, only because retail 
merchants slapped on some self con- 


wise 


trols a year ago. 


x * * 

THE MANUFACTURE DE- 
PARTMENT COMMITTEE of the 
United States Chamber of Commerce 

(Continued on page 98) 
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Christmas (Derchandising Plans. 
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New merchandise, ample af 
r § NHE Watseka Hardware Co. 


store to do their Christmas shop- 


and advertising bring th 


capitalizes at Christmas time 
on traffic which has been de- 
veloped throughout the year by 
following a wholesaler’s merchan- 


dising program. Women of the 
community practically flock to this 


ping because of its reputation for 
new merchandise, complete stocks 
and attractive prices. This new, 
modern store is located in Watseka, 
a community of 3200 population, 
located in east-central Illinois. 





















the Watseka Hardware 


“We always manage to change 
our windows every week and to 
keep them neat, clean and full of 
interesting and desirable merchan- 
dise,” says Mrs. H. C. Geiger, wife 
of the owner. “This is very impor- 
tant if you want to keep women 
coming into your store. Our whole- 
saler keeps us supplied with feature 
items to promote each week so that 
the women shoppers will return to 
the store time after time. During 
the holidays this traffic pays big 


This simple, yet decidedly 
effective, display of toys 
and wheeled goods helped 
to stop passersby and sell 
considerable merchandise. 








'S 
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stucks, attractive prices 
them to the store of 


Cn. at Christmas time 


dividends for the home makers of 
our town are used to purchasing 
gifts and prizes at our store.” 

Several tables in the store are 
always devoted to gift goods and 
at the holiday season the variety 
of these lines is augmented. Dis- 
plays are interesting, completely 
priced, and are kept clean at all 
times. 

Major appliances are pushed as 
Christmas gifts during this season 
of year with excellent results. Items 


Gift housewares suggestions 
were shown in this unusual 
window. The effect of small 
panes was attained by using 
black tape inside the glass. 


at Uuletive 


shown on the floor are decorated 
to represent gift packages and this 
is of frequent assistance in con- 
summating a sale that might not 
have been made in the regular way 
until a later date. Major appliances 
are shown in a prominent place to 



























the left of the store’s entrance. 

Newspaper advertisements, 
monthly direct-mail booklets and 
a toy catalog constitute the pro- 
motional support for the store 
merchandising activities during 
the holidays. 


























Planned promotion, early buying and good storks helped 
pyramid Christmas sales for Jackson's Hardware Store 





Larger units of sale, mostly items having a year 
’round use, were featured in this window. Colored 
Cellophane wrappings furnished a holiday touch. 


P,, NED promotion, 


early buying, varied advertising, 
well-rounded toy stocks and em- 
phasis on better quality items help 
Jackson’s Hardware Store in 
Newark, Del., “go to town” each 
Christmas. In fact, business last 
Christmas, including both toys and 
gift items for adults, was 40 per 
cent greater than it was in the 
previous year. November busi- 
ness last year for this store in a 
town of 5000 was actually 100 per 
cent better than in 1939. 

George F. Jackson starts buy- 
ing toys in the spring at the an- 
nual American Toy Fair in New 


‘Early Bird’ Methods 


$ 





Amateur railroad 
enthusiasts, young 
and old, saw two 
complete lines of 
electric trains 
on this compact, 
but very complete 
display set-up. 


York and continues his purchas- 
ing until about the end of October. 
About $4,000 worth of toys were 
purchased in that period last year. 
In commenting on the allocation 
of purchases he says, “We spend a 
certain sum for dolls, girls’ toys 
and trains, etc., budgeting what we 
think we will need for Christmas. 
If we buy $100 worth of 10-cent 
numbers, we will buy $200 worth 
of 25-cent numbers, $300 in 50- 
cent items and $500 worth of toys 
at higher prices. Regardless of our 
inventory, we will buy about $500 
in electric trains. Emphasis is on 
quality lines the year ’round and, 





with the exception of a few 10-cent 
toys, only American playthings are 
offered. Toys are sold throughout 
the year but 50 per cent of our 
volume is obtained between 
Thanksgiving and Christmas. 


Large Stocks 


“We carry a larger stock of toys 
and a larger variety of them than 
any other store in the state. We 
mail them all over the United 
States and in the past we have even 
sent toys to foreign countries.” 

Toy catalogs carrying the im- 


print, “Jackson’s Toyland — 4000 
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: square feet of toys” were distrib- 


uted to children as they left local 
schools, the catalogs having been 
purchased from a wholesale hard- 
ware house. In connection with 
the catalog, the store participated 
in a contest for children both on a 
national and a local basis. One 
page of the catalog contained a 
“jig-saw map of the U.S.A.” Chil- 
dren had to trace the states, paste 
together, color and mark in the 
names of the states. Awards were 
made for the best maps and, fol- 
lowing judging by Jackson’s on 
the entries received, all were sub- 
mitted to the wholesaler for entry 
in the national contest. Entrants 
did not have to purchase any mer- 
chandise or pay any fees. 

The firm also advertised toys 
and adult giftwares by using 
broadsides and billboards. In 


nearby Elkton, it sponsored a 


Every customer on entering the 
store knew immediately that an 
impressive toy stock was located 
in the basement. Wholesalers’ 
display material helped greatly 
to brighten up this staircase. 





Boost Sales 40 Yer Cent 














Upper left—A wide variety of sporting goods was shown with items for both adults and children. 





Upper 


right—Juvenile sweepers, cooking sets, doll houses and similar articles were interestingly shown in this sec- 


tion. 
youngsters. 


Lower left—This varied display of dolls, children’s sewing machines, etc., had a real appeal for the 
Lower right—Games for people of all ages occupied this section of the wall displays. 


Tilting 


the games made the display more interesting and easier to inspect. 


movie reel on toys, which was ex- 
hibited in a local theatre as part 
of the regular shows. On the open- 
ing day of Toyland “Santa Claus” 
was on hand to greet youngsters 
and was assisted by a boy who 
helped in the distribution of sur- 
prise packages sold by the store. 


Window Displays 


Interesting toy window displays 
were used to stop passersby. All 
who entered the store were im- 
mediately made conscious of the 
fact that the big basement toy de- 


partment was really worth while. 


Around the three sides of the rail- 
ing, surrounding the staircase to 
the basement, were mounted dis- 
plays of dolls, stuffed toys, juve- 
nile books, — ete. Advertising 
posters tying in with the catalog 
were also shown over the stair- 
case. From the top of the staircase 
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Many extra sales were made as a 


result of these display stands 
for gift wrapping materials. The 
one shown above was located at 
the staircase next to a display 
of juvenile books which did a 
fine business on its own account. 


visitors could see a big display of 
Christmas tree lights and other 
ornaments located in the basement. 
Displays of gift wrapping mate- 
rials were shown in several spots 
in the store and were of decided 
assistance in bringing additional 
sales. 


Scientific Grouping 


Toys were grouped, as far as 
was practical, according to price 
range and type. There were tables 
of 10, 25 and 50-cent toys as well 
as one featuring $1.00 articles. 
Other groupings were made of 
games, dolls, housekeeping toys, 
sporting goods and electric trains. 
Adult and higher unit giftwares 
were not forgotten and the store 
also had a window display featur- 
ing electrical appliances, radios, 
dinnerware and some lower-priced 
gift items. 
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Crowds 


C HRISTMAS music 


played over an amplifying system 
the day and evening before Christ- 
mas brought the crowds to the 
hardware store of Baker & Son, of 
Danville, Ind., a town of 2000 
population. Residents of the com- 
munity and surrounding territory 
made a special point of shopping 
in Danville on that day in order 
to enjoy the inspiring and cheer- 
ful songs. A Hammond organ, 
played by a local organist, sup- 
plied the music while a local choir 
director sang the age-old lyrics. 
The organ was placed in one of 
the front windows where all could 
see it while the loud speakers were 
arranged outside the store so that 
all could hear. 

“A consistent program of news- 


Below—Ovenware and electric 
table appliances, featured 
as Christmas gifts, were on 
this table which was lo- 
cated in a prominent place 
at the front of the store. 
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Collected to Hear 
the Christmas Carols 


Music played over an 
amplifying system 
attracted people to 
the store of Baker 

& Son, Danville, Ind. 
—their merchandise 


did the rest 










paper advertising is also used at 
this time to promote the sale of 
toys, gift goods and major appli- 
ances, all of which lines are very 
active during the holiday period.” 
says C. R. Baker. son and partner 
with his father, C. E. Baker, in the 
business. 

“Major appliances are given 
special promotional attention 
around Christmas, for many cus- 
tomers in this community seem to 
enjoy such items as gifts at this 
time. Displays are complete and 
all models are shown in a special 
10 by 60-ft. annex, an addition to 
the store which serves both as a 
display room and window. This 
is an ideal place in which to sell 
these lines for interruptions are re- 
duced to a minimum.” 

During the holiday season, a 

(Continued on page 62) 


In circle—An interesting 
display of novelty gifts. 
Below—Glassware, decorated 
pottery and table lamps 
were popular gifts at Yule- 
tide and the year ’round. 
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New Display Set-Up Gives 


Rearrangement and decorations 
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aD ig kD dal 2 
supply Christmas touch for Bs ie 
the Jordan Hardware Co. tis ove i 
) 4 
DY making extensive Right—Dolls and 4 
changes in arrangements of mer- — So : 
chandise and using colorful deco- teed tl in ‘ 
rations throughout its store, Jordan this wall case. ri 
Hardware Co. creates a pleasing cane z 
Christmas atmosphere which con- the youngsters 
tributes much to the success of 4 
its merchandising efforts during 4 
the holiday season. The company % 
is located in Ottawa, a city of ap- 2 
proximately 17,000 population in 
the northern part of Illinois. 
Because of the number of 
changes that must be made in dis- 
plays careful planning is a neces- ; 
sity. This saves considerable time, 
which is most important in view : 
of the fact that the entire job must % 
be done in a relatively short period. : 
Persons who are in charge of the : 
various departments of the store : 
work out most of displays of ¥ 
Christmas merchandise in_ their 5 


sections. Toys are featured toward 
the rear of the store. Housewares 
on ledges are removed and dis- 
plays of games and toys set up. 


The Santa Claus 
background held 
the eyes of the 
youngsters and 
drew their at- 
tention to the 
toys displayed. 








tore Holiday Atmosphere 


1 
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Left — Housewares 
were removed from 
ledges and games, 
toys and _ various 
other Christmas 
items substituted. 
Below—Light green 
ceiling  decora- 
tions of glassine 
paper supplied a 
Christmas touch. 


Some special fixtures are also re- 
quired to show many items in the 
toy line. 

Many housewares items are fea- 
tured as gifts at this time. Dis- 
plays of this merchandise are 
usually arranged on well located 
tables. Coffee makers, a very pop- 
ular item with the company at 
this time of year, are shown on the 
header table facing the front door. 
The top of the table is covered 
with decorative paper and special 
Santa display pieces on the front 
catch customers’ attention as they 
enter. 

One sidewall case, from which 
regular merchandise is removed, 
shows dolls and many stuffed ani- 
mals. Shelves and background are 
covered with paper in Christmas 
colors. Special lighting in the case 
makes this one of the bright spots 
in the store, one which attracts 
many customers. 

“Ceiling decorations really give 
the store a new and different ap- 
pearance,” says John M. Jordan, 
owner. “This year we used a light 
green glassine paper which was cut 
up into narrow strips resembling 
a fringe. The fringe was about 
18 inches long. Rows of this ma- 
terial were fastened to the ceiling 

(Continued on page 100) 


A wide variety 
of housewares 
was featured as 
Christmas gifts 
to advantage in 
the windows of 
Jordan's store. 





















A Cellophane curtain serves as a background for 
toys. Venetian blinds are permanent window backs. 


DISPLAYS Are 


r holiday season this completely 
[ modern and attractive store, 40 by 
EMPTING interior 160 ft. in size, is the center of 
table and floor displays are “tops” interest for this town of approxi- 
in the Christmas merchandising mately 1600 population as well as 
program of P. E. Snyder & Sons, for the surrounding country. 
Blanchester, Ohio. ‘During the A regular monthly schedule for 
changing displays on tables is fol- 
lowed throughout the year. During 
the Christmas season these units 
are devoted to the showing of toys, 


An extra top shelf was added to this table so 
that more dolls and toys could be shown. Wheel 
goods were ranged on the floor under the table. 
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i tools are sugge 
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the Thing at SNYDER’S 


gift goods and housewdres in sea- 
son. Header tables, those cross 
aisle tables facing the front, are 
changed completely at these times 
and frequently the mass displays 
arranged on the end of these tables 
are changed during the month. 
Every Saturday, during the last 
few weeks before Christmas, 
“Santa Claus” appears in the store 
and is a big attraction to the chil- 
dren. Lay-away sales are pro- 
moted extensively through adver- 





tisements and in the windows. A _ grade at the consolidated school in 
32-page toy catalog with items the city. These efforts are also 
arranged by age groups is mailed — supplemented by newspaper adver- 
to customers and is also given  tising during this period. 


away to students up to the eighth 









One side aisle 
table is devoted 
to showing box- 
ed Christmas 
candy. The 
header table of- 
fers a wide vari- 
ety of moderate- 
ly priced gifts. 





















(Now turn the page) 


Right—A header table up at the 
front of the store presents the 
tree light sets and decorations. 
Lower right—Temporary shelves 
and ledges along this platform 
space show games of all kinds. 
Below—Two auxiliary tables with 
raised centers show mechanical 
toys. Bicycles are under them. 

















Special values were promoted at 
Xmas time to provide an incen- 
tive for people to come visiting. 


Sidewall sections are used to feature 
fancy articles and gift goods. These 
fixtures are located toward the front. 


An entire battery of tables permits a 
complete showing of popular dinnerware. 
Artificial snow and red candles give 
this display the authentic Xmas touch. 


Displ UYS 
Like These 
lelp Make 


P. E. Snyder 


CO Sons. Store 


Headquarters 
fOr Gift 5 


at ‘hristmas 








Electrical appliances of all kinds are 
given a prominent location during 
the entire holiday period. It’s easy to 
select a gift from such an assortment. 





Step-up units on tables added 
to the displays’ pulling power 
and permitted a more attrac- 
tive arrangement. Clocks and 
ovenware were shown upon them. 


Complete displays of all refrigerator 
models are maintained throughout the 
holiday season where they can be seen. 
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A special gift 
wrapping table is 
essential in order 
that the work 
may be done 
quickly and eas- 
ily. Materials 
may also be ar- 
ranged more con- 
veniently on such 
a table. 


Gift Wrapping Service 
Sends Sales to New High 


A COMPLETE gift- 


wrapping service was offered to 
customers by the new Fisher 
Hardware Co. of Denver, Colo., 
with the result that it was one of 
the main factors in bringing the 
store one of the largest Christmas 
volumes in its long history. This 
company is located in an average 
sized neighborhood store on one 
of the city’s busy avenues near 
several of the better residential 
districts. 

Although many large downtown 
hardware stores have done fancy 
gift wrapping in recent years, oper- 
ators of the smaller neighborhood 
stores never considered this ser- 
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and it also shows a profit on » 
‘ts own account for the Fisher 





Hardware Co. of Denver, Colo. 


vice as being a very practical one. 


The Fisher Hardware Co., how- 
ever, found this service so popular 
and so profitable that it was car- 
ried on in a smaller way through- 
out the year. Birthdays, wedding 
anniversaries, showers, weddings, 
bridge parties and many other 
similar events represent opportun- 
ities for which this fancy gift-wrap- 
ping service can be used to ad- 
vantage. 

Maurice H. Fisher, proprietor, 
on investigating the possibilities in 


this service, found that an invest- 
ment of $10 in paper, ribbon and 
wrapping novelties would enable 
the store to meet most of its pack- 
aging needs. With an investment of 
$25 it was able to offer a much 
wider assortment of wrappings 
and, consequently, a greater va- 
riety in the style of packages. 

In establishing the charges for 
the gift-wrapping service, Mr. 
Fisher took a tip from the depart- 
ment stores and set up this depart- 
ment with the idea of making it 
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pay a direct profit in addition to 
pleasing the customer. All mate- 
rials used are figured at retail 
prices and a charge for labor is 
added. Charges for gift wrappings 
range from a minimum of 15 cents 
to as high as $1. The highest 
charge made for a single job of 
gift wrapping was $5. 

It is necessary for the person 
doing the wrapping to decide a 


fair charge for labor depending 
upon the time required. Thus, a 
package using 20 cents worth of 
material and requiring a little less 
than 10 minutes to wrap would 
cost the customer 35 cents. 

Mr. Fisher found that his house- 
wares’ saleslady had a_ natural 
knack for this work and she ac- 
cordingly was put in charge of the 
service. After spending several 





SPORTING GOODS AND TOYS FEATURED 
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J.M. WARREN & CO. : 


HARDWARE, PAINTS AND HOUSEWARES 
RIVER STREET AT BROADWAY 


FREE PARKING AT WARREN'S = iiotre Wudt’s Purcnase of $100 or More 
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ICE SKATES 


Mortised 


Shoes are of highest grade 
box calf, reinforced on the in- 
side with non-elastic web- 
bing. The fine steel skate 
has cups joined to the sole 
and heel plates by lock joint. 
Runners are of high grade 
carbon steel. Men’s shoe sizes 
4 to 12, ladies’ shoe sizes 4 
to 9. Furnished with racer 
or hockey style runners. 
Skates are chromium plated. 





2, 
On Gifts That Santa Brings 


SKIS 


Fiat top styles. Made 
of well seascned 

Natural or rich brown 
finish, staincd bottoms. 


FLAT TOP MAPLE 
5 to 7} Ft. 


RIDGE TOP 
MILITARY MODELS 


— a ~ we pete. wal- 
Rubber a plates. Sizes 6 
to 7% fee 


Automobiles . . $8.00 
Roller Skates . . $1.10 


| Scooters .... $1.75 
Perr. 
Double Runner 
Ice Skates. .... 60c 
Mickey Mouse Sleds 
$1.00 
American Beauty 
Wagons ...:. $1.25 


Flexible Flyer Sleds 


Airline runners . . . the safest 
runner construction ever cf- 


ash. runners are deeply grooved 


for safety and better control. 
STANDARD MODELS 
Airline Ace’ ...... $3.25 
Airline Patrol .... 4.25 
Airline Chief ... . 6.25 
Airline Cruiser ... 9.00 
RACING MODELS 
Airline Pilot ..... $3.15 
Airline Pursuit ... 5.00 
Airline Junior .... 5.25 
Airline Racer .... 6.75 
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TOBOGGARS 


wtised. ® Broadmount special made 
from selected hard maple. 
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Others As Low As $4 Pair 


RSA PERE 





Open Saturday 
Evening Until 
9 o’Clock 


ee ee ee 


5.40 to 2.00 
Alumizum Ski Poles 


Will never crack, fillet entire 
length. Rubber grips, 7-in. 
doubte rattan webbed snow 


aie 


Wood Ski Poles $1.06 





Heavy stained runners, heavy 
cotton rope rails. These to 


co boggans will give real satis 
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faction. 
Sizes 4 to 10 Feet Long 
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FREE DELIVERY 
TROY "AREA 


Christmas advertisements of J. M. Warren & Co., Troy, N. Y., feature 


one or two related lines at a time. 


This one covers many wheel 


goods and toy items as well as numerous sporting goods articles. 


40 


weeks in studying gift-wrapping 
booklets supplied by the paper 
houses, by Christmas time she 
was ready to carry out this new 
work in a splendid manner. 

Quite a bit of additional store 
traffic was developed when this 
service was made available to the 
general public. Men in particular 
responded quickly to the announce- 
ment of the complete gift-wrapping 
service, for they usually find it 
difficult to do Christmas wrapping 
themselves. Many who brought in 
gifts which had been purchased 
elsewhere for wrapping, purchased 
additional gift items in the store 
while waiting. 

A complete gift mailing service 
was also offered to regular cus- 
tomers. All the customers had to 
do was select the gifts and indi- 


cate names and addresses for each. * 


The store then would see that they 
were wrapped and mailed and the 
costs were charged to the account 
of the customer. 

Wrapping materials in wide 
variety were available for those 
customers who preferred to wrap 
their own gifts at home. Booklets 
giving many suggestions and ideas 
for wrapping packages were given 
with each purchase. 


Special Table 


Packages can be wrapped with 
the greatest ease and dispatch 
when a special table or desk is 
available. Materials commonly 
used such as ribbons and tapes, 
can be mounted in a convenient 
position while sheets and rolls of 
various papers can be arranged on 
shelves below the top. 

A wide variety of wrapping ma- 
terials was carried, ranging from 
the expensive types of holiday- 
decorated pliofilm to plain white 
tissue. Ribbons in many colors, as 
well as the more expensive Cello- 
phane tapes, were also on hand. 
In addition to this, Christmas seals 
of many types, purchased in bulk, 
were used on the packages and 
were sold to customers who wanted 
to do their own wrapping. 

One woman in the housewares 
department was able to take care 
of this service until the last week 
before Christmas when it became 
necessary to break in an assistant. 
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Santa Claus vigorously leads the choral group while window 





shoppers stop to watch, to ponder and eventually to purchase. 


Unusual Windows Stimulate 
Unusual Holiday Volume 


NUSUALLY attractive win- 
| | dows that get attention and 

stop window shoppers pro- 
duced excellent sales results for the 
Sam S. Nave Hardware, Hunting- 
ton, Ind., during the holiday sea- 
son. 

These displays usually featured 
housewares as gift goods for they 
constitute an important line in the 
store, particularly during the holi- 
day period. Every year some 
unique background is developed 
by Albert C. Hoffman, salesman 
and display man. At least one of 
these backgrounds contains some- 
thing in motion which is a very 


=  S. 


Gifts for every member of the family were suggested in 
this display which was installed early in the holiday season. 
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Many of the windows of the Sam 


S. Nave store have moving dis- 


plays which stop the shoppers 


effective means of getting the shop- 
pers’ attention as they pass. 
Housewares were featured in the 
display with the singing choir 
background. Santa Claus was the 
choir leader and his arms moved 
up and down and back and forth 
as he led the singers. Each mem- 
ber of the choral group went 


one, 


through various gyrations. Both 
children and grown-ups stopped 
and watched this unusual group. 

Toys, wheeled goods, house- 
wares and tools were suggested as 
gifts ‘in another display installed 
for the Yuletide season. Gifts for 
every member of the family were 
to be found there. 
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Wear Like Steely 
NZ 


wares such as urn sets, 
~ electric table appliances, 
cutlery and gift novelties decorate 
most of the tables on the main floor 
of the Norwood Hardware & Paint 
Store in Norwood, Ohio, during 
the Christmas season. Because of 
the emphasis on merchandise of 
this type, the store has built up a 
decidedly desirable holiday volume. 
A seasonal touch is added to the 
tables by covering them with green 
oilcloth. Attractive displays are 
created with the use of step-up 
units and plate glass over the 
counter, eye level, shelf units. 
An unusually large space is de- 
voted to the presentation of coffee- 
making utensils and sets. These 


VBNoINncS OO | ISPLAYS of gift house- 


Gift housewares are 
displayed in this 
window. Background 
is of red and white 
sections of crin- 
kled crepe papers. 


Above—Miscellaneous gift items, located 
toward the rear and popularly priced, 
bring a lot of traffic to this section. 
Left—Coffee-making devices and sets are 
also featured in the department. This 
display is situated toward the front. 
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f* GIFT HOUSEWA 


The Norwood Hardware & Paint 
Store features them in store 
and window displays at Xmas 


items range in price from $5.95 to 
$19.50, with the most popular 
unit selling at $8.95. A wide 
variety of styles is offered. 

Trays are other popular utility 
gift items at this season. Sand- 
wich, cheese and cracker, bread 
and roll, toast, jam and cocktail 
trays are stocked in considerable 
variety. Sales are increasing on 
this line and new items are being 
constantly added. 

A gift wrapping service is es- 
sential when catering to customers 
who buy this type of merchandise 
as gifts. Only the simplest mate- 
rials are used but the service is 
decidedly important and contrib- 
utes much towards building addi- 
tional business for this department. 
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Toys are featured in 
this window through- 
out the holiday sea- 
son. The department 
is located upon the 
store’s, third floor. 






















Above—Trays of all types together with 
carving sets are shown here. The over- 
the-counter shelf unit makes it pos- 
sible to show extra eye-level displays. 
Right—Small electrical table appliances 
make important gifts for the holidays. 





Moos than 1500 


customers used the convenient 
lay-away Christmas shopping plan 
offered by the Service Hardware 
Co., Sylacauga, Ala., for the pur- 
pose of spreading their cash out- 
lay for gifts purchased over a 
several weeks’ period. Lay-away 
sales ranged from 50 cents to over 
$50.00 in extent and accounted for 
a large portion of the total volume 
from toys and gift goods enjoyed 
by the store. 

This remarkable record was 
achieved in a relatively small city 
for Sylacauga boasts of a popula- 
tion of not more than 4200 peo- 
ple. 

“Our lay-away plan is a real 
convenience to a great majority 
of our customers,” says Herman 
Arnold, proprietor. “The major- 
ity of people who buy this way 
are in the low income class and 
do not enjoy charge account privi- 
leges. Nevertheless, they are just 
as anxious to have joy in giving 
toys to their children on Christ- 
mas as any other parents. The lay- 
away plan makes it possible for 
them to select the desired gifts 
and then to pay for them a little 
each week out of their earnings. 
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“Some of our customers use the 
plan to insure their getting just 
the right gift. It also works out 
as an ideal means for keeping the 
items away from prying eyes in 
the home.” 

“Early selection” and “lay- 
away” suggestions are promoted 
in windows, advertising and in 
the store early in the season. This 
firm opens its toy department dur- 
ing the latter part of October and 
finds that many customers are 
anxious to get the Christmas shop- 
ping job out of the way even at 
that early date. 

Handling such a large number 
of lay-aways entailed the develop- 
ment of a system in order that 
packages could be found quickly, 
payments recorded accurately, and 
errors avoided. 

“The first step was to decide on 
some schedule of down payments,” 
said Mr. Arnold. “On a dollar 
purchase, a down payment of 50 
cents is required, $1.00 on a pur- 
chase of from $3.00 to $5.00. Cus- 
tomers are urged to make as large 
a down payment as possible. 

“The next step was the con- 
struction of 140 bins on the second 
floor, each capable of holding 20 
or 30 packages. These bins were 
then numbered. When a lay-away 
sale is made, a triplicate sales slip 
is made out containing the cus- 
tomer’s name and address, items 
and prices, amount paid and bal- 
ance due. One slip is given the 
customer, one goes to the office 
and the third is attached to the 
merchandise. As the merchandise 
is placed in a bin in the lay-away 
section the number of the bin is 
placed on the slip that goes to the 
office. This is a great help in find- 
ing customers’ packages promptly. 

“Lay-aways are held until two 
or three days before Christmas. 
If not called for by that time they 
are put on sale for the balance of 
the amounts due. 

“Dolls are one of the first items 
to attract early shoppers, so a 
mass display is arranged in one of 
the wall cases. Wheeled goods 
also sell well together with the 
more expensive toys and games 
and these items are usually se- 
lected early. Regular gift and 
novelty lines are expanded for the 
holidays as are other lines of 
housewares that lend themselves 
to gift purposes.” 
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Dolls were among the first items purchased by early shoppers. 
Many of them were selected and then held for later delivery. 






















































































On the second floor more than 140 numbered bins were used for 
storing lay-away purchases. It was easy to locate them there. 
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A large banner at the rear promoted early selection and lay-aways. 
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This table, devoted chiefly to games, made it easy 
for customers to examine the merchandise on view. 





Dover, Del., frm won’t handle 
foreign merchandise and keeps 
away from very low priced toys 





i... NG _ sever- 


al definite merchandising and 
service policies, the Walter T. 
Massey hardware store in Dover, 
Del., a town of 5000, enjoys a 
profit-making Christmas business 
in adult giftwares and toys. In 
commenting on merchandise of- 
fered in the toy department, Mr. 
Massey states, “We have nothing 
priced lower than 25 cents and we 
keep away from the lower-priced 
items that many chain stores fea- 
ture. Toys are carried the year 
*round, but during the rest of the 
year we show them in the stock 
room. We try to keep our regular 


This “doll house” at 


the entrance was ‘F 
by far the most com- Thee 
pletely transformed f 


section to be found 
in the entire store. 
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a Doll houses, display- 

, ed upon the cutlery 
, case, added to the 
decorative effects 
and attracted both 
the youngsters and 
adults to that sec- 
tion of the store. 


lines on display at Christmas time 
as well as the Christmas lines.” 
Toys are naturally big sellers 
during the Yuletide season, in this 
town of 5000, but andirons and 
other fireplace equipment, dinner- 
ware and attractive gift and house- 
wares items, which are sold the 
year round, also sell well at that 
time. Just enough Christmas dec- 
orative material is used to give 
the proper holiday atmosphere, 








This built-up display featured a variety 
of toys where they could be easily seen. 
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Wheel goods and juvenile furniture were prominently shown 
near the front of the store on a platform. Note display of 
tree lamps and decorations in background under the panels. 


without detracting from the mer- 
chandise or cluttering up the store. 
The giftware nook, for instance, 
is enclosed by white lattice work 
ana 1s given a holiday atmosphere 
by covering the shelving with red 
paper and a few Christmas decora- 
tions. 


Gift Wrappings 


All adult or juvenile gift items 
sold during the holiday season are 
given to the customer in the store’s 
special gift wrappings, a different 
and distinctive design of paper 
being used each year. Lay-away 
privileges are offered some cus- 
tomers and a large number of 
sales are made on this basis. Mr. 
Massey says, “This is a service not 
generally offered by other stores 
in this section. In more than six 
years only two items have been 
unclaimed. One customer had 
paid cash for a lay-away and 
never returned despite efforts to 
locate the buyer. The other, who 
had made no payment, never re- 
turned for the item.” 


American Lines Only 


Only American lines are han- 
dled by the store. The owner’s 
preference and the antagonism of 
the local buying public toward 
much foreign merchandise are re- 
sponsible for this policy. In order 
to encourage the distribution of 
traffic, toys were mixed as to types, 
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prices, etc., and were distributed 
around the store. Christmas tree 
lamps and ornaments were shown 
under the panels of tools and 
builders’ hardware. Then there 
were doll houses atop a case of 
cutlery, flashlights, ete. A variety 
of games, wheel toys, movie pro- 
jectors, etc., were shown near the 
paint department. Wheel goods, 
juvenile furniture, etc., were shown 
on a platform well toward the 








-hope I'll be seein’ you all 





come along, too! 














Friday at Massey's Hardware Store 


OPENING my Toy Headquarters there right after breakfast. And say have I got a lot of wonderful sur- 
prises for you. Why I've been lyin’ awake nights ever since last Christmas a-thinkin’ up new toys . . new 
dolls . . new games and what not just for you little folks. But the editor won't give me space here to tell you 
all about them. So'y’better come over and see for yourselves. And, oh . . I nearly forgot. Tell Mother to 


front of the store where all visi- 
tors would be sure to see them. 
As an aid to stuffed toy and doll 
sales, a display was created to sug- 
gest a gabled house, complete to 
red “brick” chimney. This dis- 
play was located next to the door- 
way. 


Advertising 


A wholesaler’s catalog, bearing 
the store’s imprint, was distributed 
to school children within a 25 to 
30-mile radius. Copies were also 
mailed to adults who purchased 
gifts for grandchildren, poor chil- 
dren, etc. Display ads, once a 
week in each of two papers, car- 
ried the message of Massey’s 
Christmas lines to the public. The 
ads were three columns wide and 
from 6 to 12 in. deep. Christmas 
advertising started on Wednesday, 
Nov. 20, with an ad showing Santa 
Claus and bearing a message from 
him. Other institutional ads were 
also used to sell the idea of Mas- 
sey’s as Christmas gift headquar- 
ters. 

As a final good will builder, the 
firm made deliveries as late as 10 
p. m. Christmas Eve. The store 
was kept open until 10 o'clock 
each business night during the two 
weeks prior to Christmas. 








“there . . there. 
Don't rub your 
eyes. It's me. . 
SANTA alright 

. alright. And 
tickled pink to be 


<2 











The opening advertisement of the campaign, used November 20, 1940. 
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One side of a gift 
booth or section of 
counter space for 
service men. White 
panels are edged in 
red. The stars and 


GIFTS FOR YOUR SOLDIER BOY 
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USED AS & BOOTH BUILT OVER COUNTER 
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lettering are in blue. 
Use lights on the 
back of the upper 
panels to make the 
merchandise display- 
ed show to advantage 


Mecorations for the Store 








Merry-go-round gift booth 
is made of posts set into 
back of section with band 
of flexwood curved around 
top and counter-high band 
at bottom. Sections of the 
flexwood or strips of a 
pleated material make the 
“roof.” Colors are red and 
white with green cut-out 
trees for the decorations. 


% 
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Panel, wall or show case dec- 
oration made of radiating 
strips of silver paper over 
which red stars are pasted. 
Often these simple ideas 
are far more effective than 
something that is elaborate. 














This simple but dramatic background uses crossed strips 
of red glazed paper or painted tin against a white back- 
ground sprinkled with silver stars. Green cut-out tree 
of plywood is set away from back sufficiently to permit 
use of concealed lights fastened on back of the tree. 








Two post trims. Left—Tree or- 
naments are fastened to the 
long strands of flexible wire 
that are attached to cluster in 
the band around post. Joint is 
concealed with cut-out holly 
and paper streamers. Right— 
Holly leaves cut from glazed 
paper are placed over the red 
band which encircles the post. 
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Decorative panel of white 
with silver center band 
sets before dark blue, red 
or green panel. Slot cut 
in silver band forms the 
candle and flame. Strips 
making candle holder are 
of cardboard painted red, 
blue or green to match 
back panel. The stars are 
silver paper_ cut-outs 
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WALL CASE 
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For the display of small items use the 
“triangle trees,” made of 6, 8 or 10-in. 
lumber painted white. String lights on 


outside and 


interweave with greens. 


Use same shape in background panels 
for wall cases and ledges placed flat to 
back. They can be cut from upson board. 
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A pyramid unit was ideal 
for showing tree lights 4 
and decorations. Numer- 
ous sets flashing off 
and on attracted people 
to this display located 
at the rear of the store. 
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A rranged Toy Displays 
Le O’Neill Hard- 


ware Co. arranges toy displays 
throughout the store during the 
holidays in order to stimulate cir- 
culation of customers to all parts 
of the main floor. This has resulted 
in more people visiting more 





‘ ; Christmas displays and in a con- 

It brought better circulation of stantly increasing sales volume on 
: P toys and other holiday goods, ac- 

traffic and an increase in the sales cording to Joe O'Neill, manager. 
b] ; h This firm is located in Lake Forest, 

ft ousewares a suburban community on the 

of profita es f shore of Lake Michigan north of 
for The O'Neill Hardware Co. Chicago, IIl., of 6600 population. 


“Displays play an important 
part in making the final sale in our 
store,” says Mr. O’Neill. “Because 
of this, we always try to keep them 
clean and neat at all times and this 
is something of a job during the 
busy holiday season. We have 
found that unless Christmas mer- 
chandise is displayed attractively, 





Red and black letters on 
the white background of 
the truck’s side panels 
announced the opening 
of the firm’s toy exhibit. 
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Left—Doll buggies and other wheel goods were easily examined on 
these two shelf units. Right—Displays of toy furniture were de- 
veloped throughout the store on platform spaces of this type. 


hroughout the Entire Store 


customers fail to become interested 
enough to buy.” 

In placing these displays, items 
of interest to male members of 
the family are developed near 
those regular departments that are 
of interest to men. For example, 
metal dump trucks, autos and other 
toys of this type are put on display 
near the hardware department; 
toy tool sets are shown near the 
regular tool department, and other 

(Continued on page 60) 


Above—Special tops with legs 10 
in. long were made to fit over 
regular displays to make space 
available for showing the toys. 
Right—Metal dump trucks, steam 
shovels, etc. were arranged on 
tables near the builders’ hard- 
ware and the tool departments. 
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The Ayres & Galloway 
Hardware Co. used an 
unusual method of at- 
tracting potential 
customers and found 
that it helped bring 


in Yuletide business 





me of those who gathered 
- take part in the radio quiz. 
Left—Toys for boys and girls 
were effectively displayed at 
varying levels in this window. 


rn 
ii advantage 

of the public’s keen interest shown 
in radio quiz programs, Ayres & 
Galloway Hardware Co., Inc., of 
Middletown, N. Y., a city of 22,- 
000, tried the idea last December 
to boom interest in its toys and 
giftwares offerings. The firm’s 
holiday campaign also included 
the mailing of 2000 toy catalogs 
bearing the store’s imprint, dis- 
tribution of 500 of them at the 
store and the use of approximate- 
ly twice the customary amount of 
newspaper space. While toys and 
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other playthings were featured in 
advertising and in show windows, 
signs and decorative effects called 
attention to tools, housewares, etc., 
as Yuletide gift possibilities, one 
such setup being right inside the 
main entrance. 

During the greater part of the 
year the store used newspaper ad- 
vertising six or seven times a 
month. The week before Thanks- 
giving a schedule was _ begun 
calling for insertions Monday, 
Wednesday and Friday of each 
week. To give further impetus to 
its publicity campaign the store 
sponsored three radio quizzes, 
over Radio Station WGNY, be- 
tween Thanksgiving and Christ- 
mas, the program being conducted 
from the entrance of the store. 
Participants properly answering 
questions were given four or more 
quarters. Those failing were given 
two quarters and a pass for one 
show at a local theatre. Questions 
ranged from, “What are the quali- 
fications for President of the 
United States?” to “Is Mickey 
Mouse a cat or a dog?” Then 
there were questions as to foreign 
cities figuring in the war news. 
The store also sponsored news 
broadcasts once a week, the an- 
nouncer introducing them with the 
statement, “This news broadcast 
is sponsored by Ayres & Galloway 
Hardware Co.. Inc., Middletown, 
New York, the store of 30,000 
items for your convenience.” 
Broadcasts ended with further an- 
nouncement of their sponsorship. 
That the broadcasts were worth 
while was shown by the fact that 
people meeting members of the 
staff would say, “Oh, yes, that is 
the store of 30,000 items.” 

Odd prices were featured on 
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This Christmas arch 
with its soldiers 
and Xmas greeting 
was located in the 
front of the store. 


ES| AIDED HOLIDAY SALES 


A high pyramid 
of stuffed toys 
and dolls greet- 
ed people from 
this end of the 
toy department. 


















Lamp sets, Christmas 
tree holders and a 
number of artificial 
trees were featured 
in front of a star- 
studded background. 

























toys and giftwares, wherever pos- 
sible. Harold S. Close, vice-presi- 
dent of the company and incum- 
bent president of the New York 
State Retail Hardware Association, 
says of the toy department, “Many 
people preferred to shop for toys 
in our store instead of going to 
big department stores in the cities 
as our sales clerks did not hurry 
them or ‘push’ them into making 
purchases. We determined whether 
people had decided what they 
wanted or were just looking 
around. There was no high pres- 
sure selling and we always tried 
to see the customers to the door 
following sales. As a result of this 
policy of courteous treatment, we 
often made additional sales with 
sales to some customers increased 
as much as 50 per cent.” 

What to buy for the Christmas 
toy department is a problem for 
many stores. Douglas Kinnear, 
manager of the store, says: “We in- 
ventoried our toy stock after the 
Christmas of 1939, checking to see 
what had been sold out and what 
had been left over. As a result, 
we lessened our purchases of dolls 
and increased our buying on wheel 
toys and wheel goods. Our stock 
of war toys was enlarged for last 
Christmas because of the increased 
demand brought about by news of 
the European war. We display a 
few toys the year ‘round which 
also gives us a gage as to what we 
will sell at Christmas time. Prac- 
tically all Christmas left-overs will 
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sell in the summer time because 
there are always birthdays coming 
along. We find 98-cent items our 
best sellers, although toys at al- 
most any price will move at 
Christmas time.” 

The firm, together with other 
merchants in Middletown, helped 
attract shoppers to the city by 
means of street decorations, in- 
cluding lights and trees. The city 
paid the light bill, the Chamber 


Left—Tools, tool chests and tool kits, 
shown in the regular tool section of 
the store were suggested as Christmas 
gifts. 
the front of the table told the story. 
Below—A variety of wheel toys for the 
youngsters was displayed upon these 
shelves. Price cards and tickets were 
used on a majority of items shown. 


The words “Xmas Gifts” upon 








of Commerce paid for the trees 
and decorative effects while the 
cost of the lights and their string- 
ing was assumed by the partici- 
pating merchants. Following the 
usual custom on the Saturday af- 
ter Thanksgiving, Santa Claus 
visited the shopping center and 
Christmas carols were sung. That 
night there was a snowfall which 
gave a holiday background to the 
season opening. 





Envelope Stuffers Helped Bring 
Traffic to This Store 


NE thousand envelopes bearing 

the firm’s imprint helped bring 
traffic to the then new store of the 
Little Falls Hardware Co., Inc., 
Little Falls, N. J., during the Yule- 
tide shopping season last year. The 
envelopes, measuring 6 by 9 in., 
were printed and distributed at a 
cost of 2-1/10 cents each, and were 
used to take to shoppers in Little 
Falls and vicinity a number of 
envelope stuffers, circulars, booklets, 
etc., obtained by the store on table 
appliances, housewares, candles and 
other items having gift appeal. 


As to the results of the idea, Fred 
S. Foster, proprietor of the store, 
pointed out that, “People thought it 
was a very attractive setup. We sold 
14 sleds one Saturday, sleds being 
one of the items on which a circular 
was enclosed. We had to get emer- 
gency reorders on novelty candles, 
sold a number of wall type canopen- 
ers and a quantity of heat resistant 
ovenware as well as many other 
items. There was also a heavy run 
on clocks advertised by this means. 
The envelope helped bring new cus- 
tomers to our store.” 
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v=] DEALER “Gi.” LETTER 


THERE ARE NO MORE 
POWERFUL RIM FIRE 
.22’s THAN KLEANBORE 
HI-SPEED*! 





A lot of shooters want the 
most powerful .22’s they can 
get. They’re like people who 
prefer big, powerful cars— 
they don’t need all the power 
at their disposal, but they 
like to know it’s there if they 
do need it. Kleanbore Hi- 
Speed .22’s add 100 yards to 
the effective range of a rifle— 
they have excellent penetra- 
tion, and flat trajectory. If 
it’s power your customers 
want, by all means give them 
Kleanbore Hi-Speed  .22’s— 
there are no more powerful .22 
cartridges made! 


However, if they want a 
medium powered, cartridge, 
New and Improved Kleanbore 
.22’s will fill the bill to per- 
fection. They’re built to order 
for informal target shooting 
and plinking. 


( dacvertiscment ) 
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THE CALL OF 


HERE’S something more 

than just a desire to bag 
game for the table, or get out 
in the open air that motivates 
hunters. It goes further back, 
for millions of years, to man’s 
constant struggle with Nature, 
his matching of wits with wild 
creatures to obtain food and 
clothing, perhaps even to safe- 
guard his own existence. 

Whether a man and a beagle 
look for rabbits over Fall farm- 
lands, or boys go after squirrels 
in oaks and hickory, or whether 
a hunter and a guide wait in 
snow-silenced balsam thickets 
for a moose or caribou, or duck 


THE WILD 


shooters chill to the bone in a 
lonely marsh blind, they are all 
following the same deep-seated 
urge. 

They depend on you for the 
guns and ammunition that 
make hunting so much more 
pleasant, so much more con- 
venient than it used to be. 
Keep well-stocked on ammuni- 
tion, and display your hunting 
wares—you’ll be doing hunters 
a real service. Displays of 
hunting arms seem to have an 
irresistible appeal for just 
about every man or boy who 
ever entered a store, whether 
hunters or not. 




















HE WANTS 70 KNOW IF IT 
WIL SHOOT FARTHER /F 
YOU PULL THE TRIGGER 
HARDER / 


_-> 








CORRUGATIONS — 
A FINE SELLNG 
WRINKLE 





If you want a good selling 
argument for Nitro Ex- 
press or Shur Shot shells, 
ask your prospective cus- 
tomer to slip a couple into 
his pocket and then take 
them out fast. He’ll find 
that his fingers take a firm 
grip on Nitro Express and 
Shur Shot shells, that he 
doesn’t “fumble” for them. 
This corrugation for easy, 
sure handling is very im- 
ortant, ony when a 
unter is bundled up, or 
wearing gloves. Add to this 
the major talking points of 
these shells —their terrific 
wallop, their Kleanbore 
priming, and their Wet 
Proof Construction, and you 
have the reasons why these 
shells are “best sellers” 
with dealers everywhere. 





THE MODEL 510 
.22 RIFLE — 
Remington Quality at 
a very low price! 
Here’s a .22 rifle that’s 
every inch a quality- 
built firearm, but 
when customers learn 
its low cost, they think 
you made a mistake in 
price marking! This 
gun incorporates such 
outstanding features 
as double locking lugs, 
double extractors and 
separate ejector, a sep- 
arate sear for crisp 
trigger pull, red 
firing dot indi- 
cator and a new 
loading platform 
that eliminates 
shaved bullets. 
Add all these fea- 
tures to. the 
Model 510’s good 
looks, and you 
just can’t help 
but sell them! 
It’s the perfect 
gun for boys, or 
for adults who 
want a depend- 
able low cost .22 
rifle for occas- 

ional use. 
















“‘Kleanbore’”’, ‘‘Hi-Speed’”’, ‘Shur Shot’, “Nitro Express’ are Reg. U. S. Pat. Off. by Remington Arms Co., Inc., Bridgeport, Conn. 





OCTOBER 16, 1941 





A low, painted background aided in making this display 
decidedly attractive and typical of the holiday season. 


“One Visit Will Solve 


Your Christmas Problems 


1D, 


So said the Silliman Hardware 
, Roger Silliman, manager of th 
Co., Inc. and backed it up with oun nk Gan a oe 


: P firm, says, “We put in toys be- 

Service and better quality toys cause of customer demand and my 

feeling that hardware stores need 

new lines. Our toy department 

was opened about Oct. 20 and we 

such that replacefments had to be —_ were surprised at the large quan- 

\ made throughout the entire holi- tity of toys sold right from the 
SPECIAL annex 


day selling season. start. We found people were will- 
toy department, newspaper adver- ; 


tising, free balloons for the young- 
sters, emphasis on quality toys, , 

and an early opening helped the Gis, , 

Silliman Hardware Co., Inc., New ! LE OL“ 


Canaan, Conn., do a nice Christ- h 

mas season volume on toys and re- e ! 
. ’ . 194)" T. nd get 

lated lines. The store, located in a or r Catan’, reur Pree Copy 


Sa , 
town of from 8000 to 9000 popu- ters in ou tt e8tablished hig elle 
“ig ear et . 
lation, is within easy reach of sev- © r. for the 1940. Perry, hand Readauar. 
Z af ment of : you to in 
eral large Connecticut cities and e v8 and other Chine “imp 
a = 4, te 
is not too far distant from New shoppin, “sit wilt ted ies 
: ~ PPINE Problems, “1° all 
York City for shopping trips. 
Therefore, its toy stock had to be . SLLMAN HARDWa 
purchased with great care. Toys Incorporated COMPANy 
had been offered at Christmas New Canaan, ~~ 
time in previous years, but last 
Yuletide the store really went after 
the business with a larger stock. This post card, sent to prospects in advance of 
The department’s popularity was the season, helped bring in Christmas business. 
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Fall and Winter 


Home Appliances Are 
Made and Priced to Fit 
Today’s Merchandising Needs 


This year the eM policy of better retail 
values and longer dealer profits will not be 
changed. Today, #&M- dealers can still offer 
‘eM home electrical appliances of superior 
beauty and mechanical perfection—at prices 
that confound competition. 

These better values are going to be brought 
to the attention of your customers in more 
forceful fashion than ever before. 

Mrs. America, with more money to spend, 
will be told in national magazines that she 
can now buy a fully automatic “pop-up” 
toaster for $12.95! She will continue to read, 
month after month, about other EM. super 
values—priced to fit her pocketbook. 

But...every EM- appliance featured will 
be a profit maker for &M- dealers. Every one 
will make its sales slip represent important 
dollar-volume. 

Featured in your local promotions, these 
‘EM. value leaders will build store traffic— 
enthuse your salespeople—help you maintain 
profits so necessary to normal business op- 
erations. 


Sincerely, 


President 


KNAPP-MONARCH COMPANY e 
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Saint Louis 
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Toys were shown on open shelving. Some 
wheel goods were displayed in the open, 
others being kept beneath the shelving. 


ing to buy them here because they 
could get the same quick service 
as on other lines.” 

Advertising for the department 
was carried in papers in New 
Canaan and other neighboring 
towns. While institutional copy 
was favored, there were advertise- 
ments which carried stock cuts 
with notations such as “doll 
houses $1 to $5.95,” and “toy 
movies $2.49 to $6.” Invitations 
printed in red and black and 
showing Santa Claus in color were 
also distributed. Then there were 
cards wishing “A Merry Christ- 
mas” and inviting people to come 


for the toy catalog. The post cards 
pointed out that, “One visit will 
solve all of your Christmas shop- 
ping problems.” Fifteen hundred 
toy catalogs, bearing the store im- 
print and prices, were distributed 
to school children and given out 
to those requesting them at the 
store. 


Visitors Welcomed 


All visitors with children who 
entered the main store were in- 
vited to visit the toy department 
“around the corner” in another 
building which is owned and used 





| 


This display of dolls and shooflies confronted people as they 
entered the doorway while the sign “Everything You Need” told 
the story. Built-up displays gave the dolls added prominence. 





Housekeeping toys for girls of varied 
ages were featured in this neat fash- 
ion making inspection an easy matter. 


by the company. Balloons were 
given to all youngsters visiting the 
store during the entire period of 
the Christmas season. 

Games, toys, dolls, wheel toys, 
etc., were grouped according to 
type or price, and all toy displays 
were low so that youngsters could 
easily see and examine them. Says 
Mr. Silliman, “I believe the hard- 
ware store should stick to better 
grade toys and let the other stores 
have the cheaper grades. On 
cheaper numbers we used odd 
prices such as 98 cents and 49 
cents, wherever possible.” There 
were a few 25-cent items in stock 
but the majority of articles were 
priced above that figure and up to 
$5. The store offered bowling 
games priced at $5 and $12, and 
doll carriages as high as $10 and 
$12. Electric trains were cataloged 
as high as $29.50 and although the 
store’s stock included numbers 
priced at $9.95 and under, the 
higher-priced sets were obtained 
on order. 


Lay-Away Sales 


Sales were on a cash basis with 
the exception of lay-aways, on 
which a 20 per cent deposit was 
required, and sales to people with 
open accounts. A minimum 
amount of Christmas decorations 
was used and prices were marked 
on all merchandise. Only Ameri- 
can toys were offered. The toy dis- 
play occupied a space 40 by 60 ft. 
and was in charge of a young man 
who was assisted by a young lady. 
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@ This advertisement 
appears in Time, 
November 10, 
and Woman's 
Home Companion, 














YOUR CUSTOMERS THINK FIRST OF 


@ The Thermos people pioneered and developed the vac- 
uum bottle, and for thirty-five years have been con- 





stantly at work improving it . . . For almost as long, 

they’ve been advertising Thermos Vacuum Bottles to your 

customers—emphasizing that the “Thermos” trade-mark 

on the bottom means the finest of vacuum-insulated 

products. 

- nice 


No wonder your customers think of Thermos first, when wane wees 
4 0 


they’re buying vacuum ware! It’s the brand they know, yacuu yu W 


and have confidence in. That’s why it’s easy (and profit- BRAND VA 


able) for you to sell ‘Thermos. 


s. PAT. OF 


TRA 


THE AMERICAN THERMOS BOTTLE COMPANY, NORWICH, CONNECTICUT 


Thermos Limited, London 


Thermos Bottie Co., Ltd., Toronto 





OCTOBER 16, 1941 59 














Arranged Toy Displays Throughout Entire Store 


(Continued from page 51) 





Upper left—This doll and teddy bear display was near the housewares department and caught the 


eye of every little girl that passed it. 


Upper right—Toy furniture and home planning sets were 


arranged along the side of this unit with doll houses below. Lower left—Mass displays of sleds 
and hockey sticks were along the window back at the right of the entrance. Lower right—A pyramid 
display unit was used to show games to advantage and was located near the sporting goods section. 


boys’ gift goods are located near 
the sporting goods sections. This 
same idea is worked out with re- 
spect to toys which appeal to girls. 
By doing this the merchandise of 
most interest to parents and chil- 
dren at this time of year is spread 
around to all parts of the store. 
Customers visiting these spots as 
they search for Christmas gifts, 
see many other suitable gift items, 
oftentimes related to the toy dis- 
play that arrested their attention.” 

As soon as the toy displays are 
ready, full publicity is released to 
newspapers, advertisements an- 
nouncing the opening are inserted 
and special banners put on the 

(Continued on page 63) 


An invitation to see Santa Claus 
was extended to all children and 
adults by this ad which was four 
columns wide by 7% in. wide. 
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O’NEILL’S ' @ Complete Sets 69 
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TRAINS! 





Children’s 
Furniture 















treambiner 
32-in fast. graceful 
Gloves $3.75 lines Polished 
mium and alumi- S219 
Shin Guards $2.95 __ num _finish 












HARDWARE COMPANY 
Fateblished 1968 


256 E. Westwrster 





Open Evenings 
Until Christmas 


Puones Lake Forest 500 - 50) 








EME ES 


HARDWARE AGE 


DRC 





s 
: 





















& 
3 


ae, 
4 
g 
4 
4 
3 
= 
i 


















PAINT SALES 


To Kyanize dealers there’s nothing un- 
usual about the sales-boosting power of 
high voltage displays. For years Kyanize 
— the LIFE of the surface — has carried 
point-of-sale advertising that is the 
LIFE of the paint business. 


Now, for the profit-laden season ahead, 
Kyanize offers a new and vibrant LIFE- 
note for store and window display. A 
masterpiece of lively human interest; a 
big, buoyant back drop that fairly vi- 
brates with “‘buy-now” persuasion. A 
creation of that far famed artist- 
salesman — Robert O. Reid. 


Kyanize dealers will want and will get 
this large advertising piece free. Send 
coupon to reserve your display. 

Other dealers, not yet aware of the sales 
and profit-building advantages of Kyan- 
ize paints and varnishes — the LIFE of 
the surface — should send coupon for 
particulars without obligation — now. 


BOSTON VARNISH COMPANY 
Everett Station, Boston, Mass. 


LONG LIFE 


Se Smoothing B 


Kyanize 





his Kyanize cou ple puts New 


Ey 
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Kyanize 
{LUSTAQLIBY 
i 
FNAMFL & 


PAINTS * VARNISHES « ENAMELS 
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* DEFENSE SPECIAL 
Hammer 115 


Something has been added to this 
popular hammer that will perk up 
Christmas sales. Now this attractive 
hammer is offered in a sturdy and color- 
ful display box that invites sales in 
either window or on counter. A pol- 
ished octagon hammer with octagon 
throat, natural finish handle. A good, 
all-year-round seller but dressed up to 
help you increase your share of the gift 
trade. Priced to sell at $1.50, it is an 
outstanding value. Let this Defense 
special make extra holiday sales for you. 


FAYETTE R. PLUMB, INC. PHILADELPHIA, PA. 








Crowds Collected to Hear 
the Christmas Carols 


(Continued from page 33) 





All types of major appliances were displayed in the annex 
which did double duty as a window and as a display room. 


special rack was installed in a part 
of this 


wheeled goods, another line that is 


annex for displaying 
particularly active. 

The company has consistently 
added to its gift goods lines and, 
by so doing, has increased the 
traffic of women in the store more 
than 200 per cent. Christmas is 
one of the busiest times on this 
type of merchandise. Immaculate 
displays are maintained on tables 
at the front of the store. These are 
developed by a lady in charge of 


this department and play an im- 
portant part in producing the most 
satisfactory sale volume that is re- 
sulting from this merchandise. 

Glassware items are among the 
most popular lines in the depart- 
ment. Items range in price from 
15 cents to more than $2. Activity 
in this line is not restricted to the 
holiday period by any means. Sil- 
verware, decorated pottery and 
table lamps are very popular 
goods during the holidays as gifts, 
as well as during the balance of 
the year. 





This three-step fixture was located along the window back 
and showed toys where children could easily handle them. 
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Arranged Toy Displays 
Throughout Entire Store 
(Continued from page 60) 


trucks carrying this information. 
Full-page advertisements are used 
for the opening after which time 
smaller space is used according to 
a program planned well in ad- 
vance. 

Another important promotional 
medium is the distribution of more 
than 1500 four-color, 32-page toy 
catalogs. These are mailed to a 
selected list taken from the local 
telephone directory. 

Mr. O'Neill relies upon the 
judgment of his wholesaler who 
develops the toy catalog to a great 
extent for the selection of items. 
Some of every item shown in the 
catalog is stocked. Many of them 
are secured from other sources of 
supply, particularly in the case of 
the bulkier toys. 

A Santa Claus is always on duty 
in the store, usually for two hours 
each afternoon during the last 
three days before Christmas. This 
is a big thing for the small chil- 
dren of the community. A small 
gift is given to each child who 
visits the store and many parents 
are personally conducted past the 
various displays by designing 
youngsters. 


New Debtor Takes Over 


T sometimes happens that A 
agrees to be responsible for the 

debts owing by B. Thus a buyer of 
a business may agree to pay the 
debts owing by the former owner. 
That’s fine if the new man actually 
pays off the old man’s creditors, but 
if he doesn’t, the old man is still 
responsible. What’s needed in such 
a case is a novation: an arrangement 
in which the creditors agree to re- 
lease the old man and accept the 
new man as debtor in his place. 

“The doctrine of novation has no 
application,” said a Missouri court 
recently, “unless the creditor, the 
eriginal debtor and the new debtor 
all agree simultaneously or contem- 
poraneously that the new debtor is 
to be substituted for the old debtor, 
who is discharged.” 

The old debtor must get the agree- 
ment of the new debtor to pay the 
debts and at the same time the agree- 
ment of the creditor to accept the 
new debtor in place of the old. 
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Customers want decoys that are true to life. Victors are 
so realistic that they invite the wariest duck to come down 
and join the party. That’s why they sell on sight in your store. 

Victor Duck Decoys are true to natural coloring of breed 
... light... buoyant... made from carefully selected 


water-resisting lumber ... with fine grade glass eyes. 
Write today for prices and discounts that assure fair profit margin 
Following Breeds Available, 


Packed 4 Drakes, 
2 Hens to the Carton: 








MALLARD WHISTLER 
TEAL WIDGEON 
REDHEAD BLACK DUCK 
BLUE BILL CANVASBACK 
PINTAIL MUD HEN 

for Victory 


for Victor 


VICTOR DUCK DECOYS 


ANIMAL TRAP COMPANY OF AMERICA - LITITZ, PA. 
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The purpose of this club is to 
exchange ideas and information. 
Take part by submitting your 
successful ideas for publication. 


\ \ ELL, if you haven't 


you are not making full use of 
these pages devoted to the Re- 
tail Sales Idea Club. We know 
that you don’t expect other mem- 
bers to supply all this excellent in- 
formation, so tell us about one of 
two things that you are doing or 
have done. Send these ideas in 
now on a postal card or letter. 


Christmas Selling Ideas 


We are publishing a few of the 
ideas we have received from mem- 
bers on things they do to make 
the Christmas selling season more 
successful. We expect to publish 
more of these in subsequent issues. 

If you have some ideas send 
them in. There’s still time and no 
doubt we will be able to use all 
before the holiday season really 
gets under way. Remember Harp- 
WARE AcE pays $1.00 for every 
idea that is accepted and judged 
worthy of publication. If we don’t 
use your idea we will let you 
know. So far every one has been 
a “humdinger” and we will use all 
of them in the near future. 


Inventory Time 
Not Far Away 


Taking the annual inventory is 
one job which few employees or 
employers look forward to with 
relish. Every one in the store is 
trying to develop some plan that 
will make this job easier and more 
accurate, 

What do you do to simplify 
and speed up the in- 
ventory taking job in 
your store? 
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Have You Sent In An Idea? 


This is not a contest question. 
It’s a “plus” discussion for mem- 
bers. Let us have your ideas on 
the subject so that this informa- 
tion can be published during De- 
cember in order that all may have 
an opportunity to consider these 






suggestions before this big job 
actually gets under way. Who can 
tell, some of these ideas may re- 
sult in extensive savings of time 
and money to the entire industry. 


And you can make a _ dollar 
if your contribution is accepted 
for publication. If two or more 
of you send in the same idea, pay- 
ment will be made only to the first 
received. 


**»*T DEAS: 


FOR EACH OF THESE $1.00 WAS PAID 


Here’s a Low Cost 
Advertising Idea 

“All shipping cartons coming 
into our store usually have our 
name stamped on them in several 
places in big bold letters. Many 
of them carry trade-marks and the 
names of manufacturers of the 
various items we sell. 

“We used to throw these away 
until one day the grocery store in 
the neighborhood asked us if they 
could have them and use them to 
deliver groceries to customers. 








Shipping cartons for groceries. 


Now we save them and send them 
to not only the grocery but also to 
the meat market and fruit store in 
the community. 


“In return for this cooperation 
they allow us to put advertising 
material of various types in the 
bottom of the cartons to go out 
along with the groceries. When 
the housewife receives her gro- 
ceries or other merchandise she 
finds timely folders on hardware, 
paints, and other items in the box. 
We have traced many telephone 
orders to this inexpensive form of 
advertising.” 

Rosert T. KusBisTa 

Turek’s 

Berwyn, Ill. 
Ed.—Bob is now serving as a 
corporal in Uncle Sam’s Army. 
He developed this idea while 
working in his Uncle’s store be- 
fore he enlisted. 


Idea Draws Attention 
to Food Choppers 


“We attach food choppers of 
various sizes, qualities, and prices 
on the steps of a common 3-ft. 
stepladder stool. This can then be 
placed in the center or on the end 
of a display table. 
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“Fastened to each chopper so 
displayed is a gummed price 
ticket large enough to be easily 
read. In this way a large number 














Stepladder stool shows choppers. 


of items that every housewife 
needs can be displayed in very 
little space. Merchandise is easily 
examined and plainly priced all of 
which increases sales of this item 
in our store.” 

“Jo” WINTERS 

Bouma Hardware 

Grand Rapids, Mich. 
Ed.—Members, why couldn’t this 





idea also be adapted in showing 
this merchandise in your windows. 


Offers a Toy Train 
Repair Service 


“During the holidays our store 
repairs toy electric trains. As an 
inducement to get repair work 
done early, we allow 20 per cent 
reduction on all repair orders 
placed and completed by us before 
Dec. 1. We have found it very 
good policy to notify the customer 
as to the amount of the repair 
charges before starting the work, 
if we feel that the repair bill will 
be excessive. This very often re- 
sults in the sale of new equipment. 

“We have also found that odd 
pieces of kitchenware, cutlery and 
even chinaware, if placed on a 
conspicuous counter during the 
holidays, will sell provided a lit- 
tle effort is put behind the items. 
Too often these goods are rele- 
gated to the dead stock shelf. This 
selling season offers an excellent 
opportunity to get some cash from 
much of this goods.” 

Gustave D. HERRMANN 
Otto Herrmann, Inc.., 


Glendale, N. Y. 


Christmas Ideas 


Groups Items 
in Show Windows 


“We find that many dead items 
can be turned into good sellers by 
presenting a large quantity or 
group of them together when dis- 
played in the windows. A small 
show card should be used in con- 
nection with this display to point 
out the important features of the 
item and its various uses. 

“A short time ago we displayed 
a quantity of pepper mills in this 


manner, and they have since de- 
veloped into one of our best sell- 
ing items. The show card read 
‘Get the Full Flavor of Fresh Pep- 
per by Grinding Your Own.’ 

“There are a large number of 
good items in the store that could 
be promoted in this manner but 
with which our customers are not 
familiar.” 

OLIVIA SCHROETER 

United Hardware & Lbr. Co. 

907 Washington Ave., 

St. Louis, Mo. 


You receive $1.00 for each idea 

considered worthy and accept- 

ed for publication. Watch these 
pages of successful ideas. 
























































Ideas for 
Christmas Selling 


“Two weeks before Christmas 
we employ a man to dress and act 
as Santa Claus around the store. 
He carries a large bag of peanuts 
and as he talks with the children 
and parents in the store he passes 
out generous handfuls of the pea- 
nuts. The children are delighted 
with the gift and insist that their 
parents visit the store whenever 
they are shopping in that vicinity. 
Our traffic during the holidays 
has increased greatly as a result. 


Free gifts for youngsters. 


“‘We-also offer a Christmas tree 
bulb tester service to our custom- 
ers during this period. They bring 
their bulbs to the store to be test- 
ed and this gives an excellent op- 
portunity to sell replacements as 
well as a few spares for the sea- 
son. Many other sales opportuni- 
ties develop also as a result of this 
increased store traffic.” 

Lena Day 
DeVore Hardware Co., Inc. 


Monongahela, Pa. 


Correction 


Leon Kasper, Second Prize 
Winner in the August Idea Con- 
test lives in Jackson, Minn. and 
not in Jackson, Mich., 
as was published in 
the Sept. 18 issue. 
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TOY MEN DISCUSS DEFENSE PROGRAM; 
T. W. SMITH, JR., ELECTED PRESIDENT 


1942 American Toy Fair to be held 
in New York City — March 9-21 


The 25th annual meeting of 
the Toy Manufacturers of the | 
U.S.A., Inc., held Sept. 24-25 at 
the Waldorf-Astoria, New York | 





JAMES L. FRI 


City, devoted particular attention 
to the defense program, priorities 
and allocations. Emphasis was 
placed, in the discussions, on the 
fact that the industry as a whole 
uses relatively small amounts of 
vital materials in comparison with 
other industries. The gathering 
was the largest convention the | 
organization has held. Dates for 
the annual American Toy Fair 
were set, the event to be held 
from March 9-21, 1942, inclusive, 
at 200 Fifth Ave., 1107 Broad- 
way and other permanent show- 
rooms and in the Hotel McAlpin, 
New York City. 

In a talk on, “Some Problems | 
in the Allocation of Critical Ma- 
terials to Civilian Goods Manu- 
facturers,” Dr. Nathaniel G. Bur- 
leigh, Division of Civilian Supply, 
OPACS, declared people in this 
country are too fond of getting 
wound up in system. Priorities do 
not imply shortage but alloca 
tions do. He emphasized the need 
for presenting actual facts in 
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Washington, with regard to pri- 
orities and allocation, rather than 
trying to use pressure methods. 

Operations of the Defense Con- 
tract Distribution Service were 
reviewed by Henry S. Cloyes, Di- 
vision of Contract Distribution, 
OPM. The division works to 
take care of bottlenecks by get- 
ting other and smaller concerns. 
where practical, to work with 
prime contractors. The division 
also works to encourage smaller 


| concerns to go into prime con- 


tracting where practical. Prime 
contractors are also encouraged 
by the division to farm out parts 
of their work to smaller con- 
He emphasized the need 
for close contact between manu- 
facturers and field offices. 

Resolutions indicated the in- 
dustry’s desire to cooperate in the 
national defense program by 
making available its manufactur- 
ing facilities, doing everything to 
conserve materials needed in de- 
fense, using substitutions where 
possible and by the simplification 
of lines and designs. A. C. Gil- 
bert was made chairman of the 
advisory committee which will 
present the industry’s viewpoint 
to the proper authorities in Wash- 
ington. 

New officers, whose terms start 
as of Dec. 1, 1941, are: T. W. 
Smith, Jr., Sun Rubber Co., Bar- 
berton, Ohio, president; F. W. 
Gilbert, The A. C. Gilbert Co., 
New Haven, Conn., and T. J. 
Seitz, Auto Wheel Coaster Co., 
Inc., N. Tonawanda, N. Y., vice- 
presidents and C. H. Dietze, Jr., 
The Kirchof Patent Co., Newark, 
N. J., treasurer. Mr. Smith suc- 
ceeds H. E. Luhrs, The Beistle 
Co., Shippensburg, Pa., as presi- 
dent. New directors are: R. R. 
Ballenger, Dowst Mfg. Co., Chi- 
cago, Ill.; Carl Hedstrom, Jr., Hed- 
strom-Union Co., Gardner, Mass.; 
W. T. Henretta, Holgate Bros. 
Co., Kane, Pa., and B. F. Mich- 


cerns, 





tom, Ideal Novelty & Toy Co., 
Long Island City, N. Y. Direc- 
tors, whose terms of office expire 
in 1942 or 1943 are: C. A. Breth- 
en, All Metal Products Co., Wy- 
andotte, Mich.; Mr. Dietze; B. A. 
Gabriel, Sam’l Gabriel Sons & 
Co., New York City; Charles 
Sackman, Sackman Bros. Co., 
New York City; R. B. M. Bar- 
ton, Parker Bros., Inc., Salem, 
Mass.; Mr. Gilbert; Mr. Seitz, 
and Mr. Smith. James L. Fri 
and Horatio D. Clark, both of 
New York, managing director 
and assistant director, respective- 
ly, were reelected to those offices. 

Thursday evening the 25th an- 
niversary reception and dinner 
were held in the Jade Room, The 
Waldorf-Astoria, Mr. Luhrs pre- 
siding. The association’s history 
was reviewed by Mr. Luhrs, with 
the assistance of a vocal quar- 
tette, The Golden Memory Boys, 
who sang songs current during 
or interpretive of the various 
years. Introduced during the re- 
view were past presidents, George 
A. Fox, Milton Bradley Co., 
Springfield, Mass.; Harold D. 
Bowie, Junel Novelties, New York 
City; Herman G. Fisher, Fisher 
Price Toys, Inc., E. Aurora, 
N. Y., and C. L. Kingsbury, 
Kingsbury Mfg. Co., Keene, N. H. 
F. W. Gilbert, The A. C. Gilbert 
Co., New Haven, Conn., a direc- 
tor, was called upon to accept for 
A. C. Gilbert, present honorary 
president and first president of 
the association, a handsome 
humidor with appropriate engrav- 
ing. 

The golf tournament held Fri- 
day, Sept. 26 at Sound View 
Golf Club, Great Neck, L. I., had 
20 contestants. L. A. Carll, New 
York City, Kingsbury Mfg. Co. 
and Kenton Hardware Co., won 
the Horsman cup for low gross 
score and I. P. Gassman, Arcade 
Mfg. Co., Freeport, Ill., won the 
Publishers’ (kickers’) Handicap. 
T. W. Smith, Jr., president-elect 
won the Freeport or low net 
trophy, and the second low net 
or All Eastern trophy was won 
by Paul Collette, Oak Rubber 
Co., Ravenna, Ohio. 


EASTERN SALES MGR. 
FOR PITTSBURGH 
SCREW & BOLT 
Thomas Toby has been ap- 
| pointed new eastern district man- 
|ager of sales of the Pittsburgh 
Screw and Bolt Corp., Pitts- 





THOMAS TOBY 





| burgh, Pa. Prior to his promo- 
| tion, Mr. Toby served for several 
years as a sales representative 
of the company’s New York City 
office. As a result, he is well ac- 
quainted with the needs and 
problems of the trade in the East- 
ern district. Mr. Toby’s head- 
quarters have been established in 
the International Building, 630 
Fifth Avenue, New York City. 


PENNSYLVANIA OUTLAWS 
SPECIAL BUYING 


Recent passage of the Cohen 
Bill makes it unlawful for any 
Pennsylvania company to buy for 
or assist its employees in the 
purchase of merchandise not 
manufactured by it or handled in 
its regular course of trade. Under 
this new law, employees of a 
Pennsylvania company cannot go 
to the company’s purchasing 
agent and obtain an order to 
purchase for their personal use 
merchandise not manufactured or 
handled by the firm in its regu- 
lar course of business. 
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Sales plans for next year were 
outlined by Pratt & Lambert ex- 
ecutives to the company’s repre- 
sentatives at meetings held in 
Chicago, Sept. 29-30; in Buffalo, 
Oct. 2-3, and in New York City, 
Oct. 6-7. H. E. Webster, presi- 
dent of the company, spoke on 
business conditions, with particu- 
lar reference to increased pur- 
chasing power of consumers and 
the prospects for the building in- 
dustry during 1942. 

The sales program for 1942 oc- 
cupied the major part of the two- 
day meetings, under the leader- 
ship of R. W. Lindsay, vice- 
president and general sales man- 
ager, and G. M. Breinig, man- 
ager of the paint division. R. C. 





Stark, general plant superinten-, 


dent, at Buffalo, headquarters of 
Pratt & Lambert-Inc., told of the 
company’s methods in overcom- 
ing difficulties due to the short- 
age of raw materials. 

W. H. Lutz, technical director, 
spoke of the work done by the 
extensive Pratt & Lambert lab- 
oratories to meet new conditions 
and requirements of varied indus- 
tries, and the consistent improve- 
ment of existing products. 

At the opening of the second 
day’s meeting, W. C. Woodyard, 
manager, architectural service 
department, Western division, 
discussed architectural and main- 
tenance work in the Chicago ter- 
ritory. 

Hotel Statler, Buffalo, was 
headquarters for representatives 
of the Central, Canadian and 
Industrial divisions, with the ad- 
dress of welcome being made by 
H. E. Webster, president. T. E. 
Murphy, manager, industrial 
sales, led the discussion of that 
group. Commenting on the un- 
settled conditions facing manu- 
facturers of paint and varnish, 
Mr. Murphy said, “Newly-devel- 
oped products are today replac- 
ing the conventional type of in- 
dustrial finishes, due to the 
scarcity of certain raw material:. 
This is particularly true of prod- 
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PRATT & LAMBERT EXECUTIVES PRESENT 
SALES CAMPAIGN PLANS TO SALESMEN 


ucts _especially-formulated to 
meet government contracts. 

Friday’s program at Buffalo 
began with a talk by R. B. 
Mather, central sales division, 
and C. J. Spaulding, sales de- 
partment, who discussed archi- 
tectural and maintenance service, 
from close, personal contacts in 
their respective departments. 

Sales representatives of the 
eastern division assembled at 
Hotel New Yorker. C. W. Brown, 
resident manager, made the wel- 
coming address. A similar two- 
day meeting followed, with a 
banquet on Monday night. H. FE. 
Gray, sales manager, Eastern di- 
vision, spoke on architectural and 
maintenance work in the metro- 
politan area. 

In the final address of the con 
vention, R. W. Lindsay, vice- 
president and general sales man- 
ager, summed up the value of 
such meetings and predicted an- 
other successful year for this 92- 
year-old company. 


DEWALT HEADS PITTSBURGH 
WHOLESALERS’ GROUP 


At the annual meeting of the 
Wholesale Merchants Division of 
the Chamber of Commerce of 
Pittsburgh, Howard Dewalt, L. 





HOWARD DEWALT 





H. Smith Co., was elected presi- 
dent. Other officers elected were: 
first vice-president, Don Scully, 
Joseph Woodwell Co.; second 
vice-president, J. L. Freeman, W. 
J. Gilmore Drug Co.; treasurer, 
Charles E. Showalter, Westing- 
house Electric Supply Co.; sec- 
retary, A. J. Roth, Chamber of 
Commerce, Pittsburgh, and chair- 
man of the board, Rudolph Half, 
Felix Half and Brother. 

Directors are: Robert Lewis, 
appliance manager, General Elec- 
tric Supply Corp.; F. M. Weikal, 
A. J. Logan Co.; Cyrus Lewis, 
Logan-Gregg Hdwe. Co.; Elmer 
Hamburg, Hamburg Brothers; 
F. T. Jamison, Interstate Cordage 
& Paper Co., and George R. 
Aufderheide, Arbuthnot Stephen- 
son Co. 


IDDINGS, GEN. MGR. 
PRESCOTT PAINT CO. 

E. P. Williams, vice-president 
of the Prescott Paint Co., Inc., 
445 W. 3lst St., New York City, 
has announced the appointment 
of Dr. Carl Iddings as vice-presi- 
dent and general manager. Dr. 
Iddings has, for several years, 
served as general manager of 
The Muralo Co. 


HARDWARE COMPANY'S 
OWNERSHIP CHANGES 


The Elizabeth Hardware Co., a 
new corporation, has purchased 
the Elizabeth Hardware Co., 
wholesale heavy hardware con- 
cern at 1186 E. Grand St., Eliza- 
beth, N. J., and its branch store 
at 217 Fayette St., Perth Amboy, 
N. J. Principals in the new 
corporation also have controlling 
interest in the Charles F. Guyon 
Co., New York and Jersey City, 
and the A. and J. Friedman Co., 
and the Industrial Pipe and Sup- 
ply Co., both of Passaic, N. J. 
Jacob Friedman is president of 
the four corporations. 

Mr. Friedman said the present 
personnel, headed by C. Guy 
Stevens, manager of the Eliza- 
beth store, and Ray C. Tyrell, 
manager of the Perth Amboy 
store will be retained. 







































































EASY COMBINES, NEW YORK 
NEW ENGLAND TERRITORY 

Consolidation of the New 
England and metropolitan New 
York territories has been an- 





G. J. FITZGERALD 


nounced by the Easy Washing 
Machine Corp., Syracuse, N. Y., 
with the combined territory in 
charge of G. J. Fitzgerald who 
has been associated with the 
company in various sales capac- 
ities since 1927. Prior to this 
territorial change, Mr. Fitzgerald 
has been the divisional manager 
of the New England territory. 
Now in addition to New Eng- 


land, he assumes management 
of the five New York City 
boroughs as well as Putman 


County, N. Y. 


PURCHASING AGENT FOR 
FEDERAL HARDWARE CoO. 


C. F. Miller, who has been 
affiliated with Federal Hardware 
Co., Inc., 447 Greenwich St., 
New York City, wholesale heavy 
hardware distributors, for the 
past 6 years, has been appointed 
purchasing agent. His appoint- 
ment was effective as of Oct. 1 

The company recently became 
a distributor for the complete 
line of Simplex jacks manufac- 
tured by Templeton, Kenly & 
Co., Chicago, Ill. 
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CIVILIAN ALLOCATIONS 


(Washington Bureau 
of HARDWARB AGB) 

A definite system of allocations 
as a possible substitute for the 
existing preference ratings plan 
of administering priorities is un- 
der study by the Supply, Prior- 
ities and_ Allocations Board 
(SPAB). What the results of this 
trend will be cannot be foreseen 
but Director of Priorities Donald 
M. Nelson told the House Bank- 
ing and Currency Committee that 
there must be an allocation of 
material to essential uses in order 
that the civilian economy be 
maintained on a sound function- 
ing basis. Appearing before the 
committee on Sept. 26 and speak- 
ing on behalf of the Administra- 
tion’s pending price control mea- 


sure, Mr. Nelson took the posi- | 


tion that certain items such as 
refrigerators, vacuum 
and steel shelving must have their 
production curtailed “at least un- 


cleaners, 


til such time as we know that 
we have enough” materials used 
in their fabrication, but that 
SPAB hopes to expand produc- 
tion enough so that the civilian 
economy can be at least placed on 
a repair and maintenance basis. 
He observed that the whole sys- 





tem of priorities has to be 
changed—the mechanics of it— 
in order to solve the problem of 
the small businessman. 

Mr. Nelson testified that pos- 
sibly 80 per cent of the country’s 
business firms would not be able 
to participate directly in the de- 
fense program. He added, how- 
ever, that this does not mean they 
will be forced out of business 
because “most of them are en- 
gaged in production items essen- 
tial to the public. 

“As I indicated, I do not want 
you to get any thought that I be- 
lieve that 80 per cent of such 
manufacturers are going to be 
put out of work or not going to 
be able to get materials,” Mr. 
Nelson continued. “There will be 
a certain percentage who cannot, 
and I[ hope that that can be made 
just as small as poesible, and that 
it will be reduced down to the 
very minimum. Our objective and 
goal is that through increasing 
definitely the supplies we can, as 
in the case of steel, or copper, or 
lead or zinc, through the elimina- 
tion of unnecessary use of those 
commodities, expand the use of 
those articles for necessary civil 
ian use.” 

Hence, Mr. Nelson’s testimony 
was taken to mean that Adminis- 


| tration defense officials are ready 
to entertain a modification of 
| their oft-repeated slogan, “Busi- 
| ness as usual is out.” Under Mr. 
| Nelson’s plan to relax priorities 
| restrictions, if an industry can 
|make a showing and say, “We 
| need a small amount of aluminum 
jand with that amount we can 
| keep a large number of employ- 
|ees employed,” then the OPM 
priorities division, according to 

Mr. Nelson’s statement before the 
| committee, will let the manufac- 
|turer take over a small amount 
for its production. 

The plan to inject a major 
|change in the priorities system 
will be tried out first on an ex- 
perimental basis with the agri- 
|cultural implement industry. Mr 
Nelson and other defense officials 
are insisting that the dairy indus- 
try has to be expanded and that 
therefore the farmer has to get 
certain mechanized equipment to 
ido it. In this connection SPAB 
|is currently negotiating with the 
| agricultural implement industry 
land the whole equipment indus- 
try, particularly in the dairy field. 
to see which items of agricultural 
equipment may have to have their 
production expanded and which 
| products will have to be cur- 
tailed. 


Mr. Nelson considers it one of 
SPAB’s biggest problems to elim- 
|inate “uncertainty” in some in- 
| dustries and keep them advised 
|}on whether they can get supplies 
|to continue operations. The pres- 
ent system of priority preferen- 
tial ratings, he asserted, does not 
provide such information because 
“many other firms in the same 





business may have the same rat- 
ing.” 

Mr. Nelson explained that un- 
der the present system of prefer- 
ence ratings an A-A rating for 
vital equipment goes ahead of all 
others. Ratings are graduated in 
the order of their importance to 
defense and civilian use. The 
agricultural implement industry. 
for example, in the B-1 class has 
about 20 rating claims ahead of 
it in metals, the SPAB executive 
director declared. 

“A manufacturer doesn’t know 
what he will get with a B-1 rat- 
ing or when he will get it; he 
may never get it,” Mr. Nelson 
continued. “Many other firms in 
the same business have the same 
rating. He (a manufacturer! 
might have to close up because 
he can’t get a small part.” 

He frankly conceded that an 
allocation program would be diffi- 
cult to administer but insisted 
that through the adoption of such 
a plan it may be possible to avoid 
giving higher ratings upon ap- 
plication, a practice under which 
all applicants would eventually 
get an A-A rating and “you find 
yourself right back where you 
started from.” 

Mr. Nelson also opposed a 
wage ceiling advocated by Ber- 
nard M. Baruch, World War head 
of the War Industries Board. 
voiced opposition to Secretary 
Morgenthau’s proposal for 100 
per cent taxation of corporation 
profits in excess of 6 per cent. 
and told the committee that the 
profit system has to offer an in- 
centive to make it work. 











PRIORITIES AND GIFT AND HOLIDAY MERCHANDISE were the important features of the National Hardware Stores fall 
meeting, Sept. 17 in the Boston City Club, Boston, Mass. The forty merchandise displays drew more than 350 dealers. New England 
Field Office manager for OPM, William Homans, was on hand to talk on priorities and the possibilities of procuring hardware items 
in the immediate future. I. S. Dillingham, president, Bigelow & Dowse Co., Boston, sponsor of National Hardware Stores, welcomed 
the dealers and assured them that everything was being done to fill orders completely. J. M. Kennedy, company sales manager, 
conducted the “One-Minute” sale. 
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WASHERS production for the five months 


ibis Die | from Aug. 1 through Dec. 31 by 
of HARDWARE AGE) |43.2 per cent below average 
| monthly factory sales in the 12 
months ended June 30, 1941. 
The order is based on recom- 
mendations by OPM’s Division of 
Civilian Supply, headed by Leon 
Henderson, and looks to an out- 
put of 2,007,000 units in the 12 
months beginning Aug. 1, 1941, 
as against 3,670,000 units pro- 
duced in the 12 months ended 
June 30, 1941. This anticipated 
12-month program represents a 
decline of 45.5 per cent from out- 
put in the 12 months ended June 
30, 1941, and 20 per cent from 
output in the 12 months ended 
June 30, 1940. It was stated, 


Minimum standards of per- 
formance and a uniform method 
of rating capacities of domestic 
washing machines, which could 
be used by manufacturers and 
distributors in informing con- 
sumers of the service to be ex- 
pected from household laundry 
equipment, were explored at a 
meeting in Washington on Sept. 
29 by the American Standards 
Association’s committee on de- 
fense emergency standards for 
domestic washing machines. The 
meeting was attended by repre- 
sentatives of the industry. Stand- 
ards developed by the committee mayan? 

. P y however, that this is higher than 
will be recommended to the ; , 

: sia the output in most years since 
American Standards Association - ; : : 
, 1929. The estimated demand for 
for promulgation. - 

, . : refrigerators to replace those 

The committee unanimously - , : 

’ | wearing out during the coming 
agreed to recommend that manu- or : i 
‘ ; year is 700,000 units. Antici- 

facturers designate washing ma- p : 

i 2 pated production, it was stated, 
chine capacity in terms of|*. s , é 
Pe — will cover this by a wide margin 
pounds of dry wash” in place of F é 

. | and still leave a substantial num- 
the dozen-odd methods now in P : 
F s ber of refrigerators for new in- 
use. A technical subcommittee : - 
stallations. OPM said that a 
was named to develop a standard ee 
; : small amount of defense work is 
method for testing the washing ; ge 
. .”| already being done in industry 
effectiveness of laundering equip- plants. 
ment in or¢ rovide prospec- a ; ; 
: ler to P ovide p ili agy The Labor and Contracts Dis- 
tive purchasers with uniform in-|, .) .. lesa 
; .. | tribution divisions of the Office 
formation. Another subcommit- " : 
of Production Management are 
tee was named to work out defi- ¢ ‘ 

=e ee now working on plans to relieve 

nitions and minimum standards . ‘ . 
‘ labor dislocation which may re- 
for other requirements of wash- . 
; P sult from the reduced production. 
ing machines such as safety and TI - 
Po nese plans include: (1) expan- 
durability. sion of training programs to fit 

At the request of the Office of | 
Price Administration, the repre- 
sentatives of manufacturers and 
distributors also discussed the 
possibilities of simplification in 
washing machine and  ironer 
manufacture. The Consumer Di- 
vision of OPA, in cooperation 
with the OPA Price Division and 
Civilian Supply Division of OPM, 
will poll all manufacturers of do- CORDAGE 
mestic washers and ironers on 
the estimated savings in scarce (Washington Bureau 
materials which can be effected of Hanpware Acs) 
if manufacturers limit the num- OPM has appointed a nine-man 
ber of basic models of washers defense industry advisory com- 
and ironers in each line current- | mittee for the hard fiber cordage 
ly being produced. industry, made up of manufactur- 
ers of cordage from Manila fiber 
—— and agricultural binder twine. 
Committee members, selected by 
REFRIGERATORS Frank Walton, chief of OPM’s 

(Washington Bureau textile section, from nominations 
of HARDWARE AGE) made by industry representatives, 

Designed to reduce consump-| include the following: 
tion of steel by 175,000 tons a E. W. Brewster, treasurer and 
year, to effect substantial savings | general manager, Plymouth Cord- 
in consumption of other scarce | age Co., North Plymouth, Mass.; 
materials, to help relieve the|E. P. McCann, vice-president, 
pressure on material supplies} Tubbs Cordage Co., San Fran- 
from consumers’ durable goods, | cisco; E. D. Martin, general man- 
and to release facilities for de-| ager, Hooven & Allison Co., 
Sense work, OPM Director of Pri-| Xenia, Ohio; S. W. Metcalf, pres- 
orities Donald M. Nelson on Sept.| ident, Columbian Rope Co., Au- 
27 issued a limitation order for} burn, N. Y.; S. Howard Rugg, 
the domestic mechanical refriger- | E. T. Rugg Co., Newark, Ohio: 
ator industry. The order reduces | John U. Barr, Federal Fibre Mill, 


(2) shifting of workers already 
having the necessary skills to de- 
fense work; and (3) the securing 
of additional defense contracts in 
areas where refrigerator plant 
operations are reduced. 
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displaced labor for defense work: | 











America’s largest selling line 


of Plastic Cupboard trim 


DURABLE © CHIP-PROOF 
SHATTERPROOF * COLOR FAST 


DRAWER PULL 

No. 338 [Actual Size) 
Packed 2 dozen, weight | Ib. 
RETAIL VALUE 10c EACH 


DRAWER PULL 


No. 334 [Actual Size) 
Packed 2 dozen, weight 
1 Ib.. 6 oz. 


RETAIL VALUE 15¢ EACH 


STOCK COLORS: Black, Red, Ivory, Yellow, Green, 
Blue. 


PACK: Two dozen to box, I!/g" 10-24 washer head 
screws. Attractive display board available at your 
dealer. Write or wire today for illustrations and in- 
formation on entire line. 


CALIFORNIA WARE 
DIVISION OF 
PLASTIC & DIE CAST PRODUCTS CORP. 
Largest Molders West of Chicago 
1010 EAST 62nd ST. LOS ANGELES, CALIF. 
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Inc., New Orleans; W. C. Cating, 
Jr., vice-president, Cating Rope 
Works, Inc., Maspeth, N. Y.; 
H. A. Whitlock, president, Whit- 
lock Cordage Co., New York; 
Waldo Reiner, Wall Rope Works, 
Inc., New York. 


PRIORITY COMPLIANCE 


Nation-wide surveys designed 
to obtain factual data which will 
be useful in enforcing priority 
orders and regulations, are being 
undertaken by the compliance 
and field service section of the 
Division of Priorities. The data 
to be gathered will be purely fac- 
tual and any enforcement grow- 
ing out of the survey will be han- 
dled directly by the Division of 
Priorities. 

One of the first jobs will be a 
check-up among plants using crit- 
ical materials in which there are 
now serious shortages. 

Information in the hands of the 
Priorities Division indicates that 





a number of violations have oc- 
curred. In some cases, it is indi- 
cated that certain manufacturers 
have used preference ratings to 
obtain critical materials which 
were subsequently used for non- 
defense purposes. 

In other cases preference rat- 
ings have been used to obtain 
critical material for stock piling 
in violation of priorities regula- 
tions which state that excess in- 
ventories shall not be maintained. 

It is believed that the number 
of willful violators is relatively 
small. Because of the critical 
shortages which exist, however, 
such violations make it difficult 
for a defense manufacturer to ob- 
tain a sufficient quantity of a 
given material for defense pro- 
duction. It is desirable, there- 
fore, to see to it that supplies are 
directed from violators to indus- 
try which cooperates, so that it 
may not be penalized by the 
“cheating” and illegal activities 
of a few. 








American Fork & Hoe 


Co. Develops 


First Steel Shell Cases 


Solution of a problem in muni- 
tions-making was disclosed with 
word that the American Fork & 
Hoe Co., Cleveland, Ohio, has 
perfected the first practical ar- 
tillery shell case made of steel. 
The steel cases promise sub- 
stantial relief in the pressure for 
brass, of which the cases have 
been made heretofore. 

Basic credit for the achieve- 
ment was given to A. F. Fifield, 
president of the company, who 
conceived a radical innovation in 
case-making which was applied 
to 40-mm. cases and proved feasi- 
ble by the company’s technical 
experts. 

During World War I, Mr. 
Fifield operated a Canadian fac- 
tory in which brass cases were 
made. Last year friends in the 
Canadian ordnance department 








A. F. FIFIELD 


discussed with him the subse- 
quent unsuccessful attempts to 
use steel and suggested that 
thought be given to the problem. 
In September, 1940, experimental 
work was started by the Ameri- 
can Fork & Hoe Co., and by 
January the first steel cases were 
produced for test. They proved 
so satisfactory that Canadian 
ordnance officials immediately 
asked that more be furnished for 
further tests. A large batch of 
the steel cases was manufactured 
in one of the company’s plants 
and was ready in April. The 
cases withstand twice as many 
firings as are demanded of brass 
cases and require none of the 
repairs usually necessary for the 
brass tubes each time they are 
reloaded. 

American ordnance authorities 
hearing of the Canadian demon- 
stration, promptly requested test 
lots of steel cases in both the 
40-mm. anti-aircraft and anti- 
tank size and in the 105-mm. 
howitzer size. First of these have 
been completed and are expected 
to be tested soon. 





HARDWARE TRADE ASSN. 
DRAWS 33 FOR GOLF 


Thirty-three members were 
present at the golf meeting of 
the Hardware Trade Association 
of New York, held at the Dun- 
woodie Golf Club, Yonkers, 
N. Y., Sept. 17. Joseph Eigo, A. 
N. Nelson Co., Inc., Brooklyn, 
New York, won the Secretary’s 
Cup. 
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PRIORITIES EXPLAINED | be used in the African campaign. 
TO JERSEY DEALERS | He outlined his work and ex- 
periences in Africa, where he 
witnessed air raids, the re-entry 
of Haille Selassie in Addis Ab- 
baba, Ethiopia and lived and 





At a recent meeting of the | 
North Jersey Hardware & Sup- | 
ply Association, at the Hotel 
Plaza, Jersey City, N. J., 45] 
anions saan — H. D. Kern | worked in temperatures of as 
sales department an the "Miller | high as 138 deg. in the daytime. 
sales depar he | a ae 
Hardware Co., Jersey City, N. J. | a — — ye! a trip, 
discuss priorities. Mr. Kern with | '"© ‘ 2 ij = a: 5 
the aid of a blackboard explained | ™@¢° ° M on — ir 

’ . |curios. Mr. Blauvelt expressec 
the bookkeeping method wed the opinion that the present war 
used by dealers in computing the 
amount of defense business they | 
do. He showed how to list the | 
names of customer accounts and | 
record the customer’s monthly | 
total dollar volume of business 
and from those amounts deter- 
mine the defense percentage. k : ‘ 

Mie Meni tien pr er Recon. ary member. Following a discus- 
ous preference forms in use such | Chri of = gr me ae 
a6 PDI, PD3, PD25C. (revised) | Joristmas arty the members 


and PD25D and pointed out how | voted to make the affair Son 
they were to be used by the| Boosters only, instead of having 


desler. Te ceased the nece-|* large number of non-members 
sity for the hardware dealer to | present, as in former years. 

return each month to his source 
of supply the form PD25C, which | 
most manufacturers and jobbers | 
are requesting. 


also of great concern to us. 
Harry J. Strugnell, San Fran- 
cisco, Cal., Pacific Coast Sales 
|Manager for Remington Arms 
| Co., Inc., a past president of the 
| Boosters, was elected an honor- 


PENNSYLVANIA JOBBERS 
MEET AT BANQUET 


_— More than 150 attended the 
banquet Sept. 11 of the Pennsyl- 


BOOSTERS HEAR BLAUVELT vania Wholesale Hardware & 
TALK ON AFRICAN TRIP | . ’ 


| Supply Association in the Hotel 

“Experiences of Hiram the | Philadelphian, Philadelphia, Pa. 
Yank in Africa” was the subject | L. Ross, former treasurer of the 
of an interesting and entertain- | State of Pennsylvania, delivered 
ing talk given by Hiram B. | an address in which he discussed 
Demarest Blauvelt, Comfort Coal-| the importance of the defense 
Lumber Co., Hackensack, N. J.,| program and the necessity of all 
before an audience of 50 mem-| business men and other citizens 
bers and guests of the Hardwaré| in cooperating with it. There 


Boosters at the Sept. 26 meeting | was also a program of entertain- 


held at the George Washington | ment. 
Hotel, Lexington Ave. and 23rd | 
St., New York City. Maxwell Krause, Geo. Krause 
Mr. Blauvelt, who had: served | Hardware Co., Lebanon, Pa., 
in Africa as liaison officer for | president and treasurer; R. R. 
the British-American Ambulance | Kearton, Ralph E. Weeks Co., 
Corps and as correspondent for | Scranton, Pa., first vice-presi- 
two American newspapers, told| dent; H. C. Hopkins, Reilly 
of seeing equipment, which for | Bros. & Raub, Lancaster, Pa., 
the want of a few nuts and other | second vice-president, and Sam- 
items available in any hardware | uel B. Smith, Steinman Hdwe. 
store in this country, could not | Co., Lancaster, Pa., secretary. 

















LINOLEUM INSTALLATION: Congoleum-Nairn’s recently re- 

modeled school for dealers’ installation men at Kearny, N. J., 

offers enlarged facilities for teaching linoleum installation tech- 

nique. Dedicated on September 8, the opening of the new Kearny 

School marked the 11th anniversary of the company’s educational 
program for the linoleum craftsman. 


|is not just Britain’s war, but is | 
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Officers of the Association are: | 
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Take a tip from the Woodlawn Hardware Co. . . . start 
selling Gilmer V-Belis now and cash in on business that you 
have been missing. Many hardware dealers have discovered 
that Gilmers are easy to handle, sell well and attract new customers. 

This eye-catching assortment includes 35 V-belts in the 
sizes that move fastest, the right sizes for 887 different models 
of listed home appliances, such as refrigerators, oil burners, 
automatic stokers, washing machines, pumps; and many other 
applications not listed. 

Use the coupon below to order a Gilmer Eye-ful Tower Belt 
Assortment and the accessories 
that come with it free. Set it u 
and watch your customers ol 
themselves. 


TOWER COSTS .... $21.01 
YOUR PROFIT..... $14.01 







L. H. GILMER COMPANY 
Tacony, Philadelphia, Pa. 





cy Send me complete Gilmer Eye-ful Tower with free 4 
accessories as follows: 1. 35 assorted V-belts for household appliances. 
¥ 2. Gilmer Handimeter for measuring a belt in three seconds. 3. Display stand, & 
sign and inventory form. 4. Useful Gilmer catalog—"America's Belt Bible.” 
& Bill me $21.01 through your nearest jobber. & 
6 a 
z NAME - rq 
Ld ADDRESS ' 
4 # 
’ a 
& i 
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SELECTIVE SERVICE SYSTEM TO AID 
REEMPLOYMENT OF ALL EX-SERVICE MEN 


Announcing that the Selective 
Service System will give the 
same assistance in finding jobs 
for men completing their terms 
of service in the Regular Army, 
Navy or Marine Corps as it does 
to its own selectees and members 
of the National Guard, Brig. 
Gen. Lewis B. Hershey, Direc- 
tor of Selective Service, recently 
also urged that patriotic cooper- 
ation of all employers to see that 
every returning soldier is given 
prompt and proper civilian em- 
ployment. 

The law requires that return- 
ing Selective Service Men be re- 
stored to their former positions 
or be position of like 
seniority, status, and pay. Gen- 


given 


eral Hershey's request urges bus- 
iness men to go a step further 
in the interests of national wel- 


placing discharged service men 

as well as the selectees. 
Employers can best aid to re- 

soldiers in 


establish returning 





by working with the Reemploy- 
ment Committeemen of their 
Local Selective Service Boards 
and with their State Employment 
Offices. He suggested that they 
immediately advise these agen- 
cies of all jobs they have avail- 
able, and continue to do so from 
time to time with the purpose 
of giving preference to returning 
soldiers when filling the posi- 
tions. 

Advising them of the program 
for their reemployment that has 
been arranged by the Selective 
Service System and how they 
should assist in its operation, 
General Hershey has addressed a 
letter to “Each Soldier About 
to Return to Civil Life,” which 
is being distributed through the 
War Department. 

In accordance 


with the an- 


| nouncement by the War Depart- 
fare, by doing their utmost in | 7 : 


ment that it will begin releas- 
ing certain men from active duty 
this month, local boards through- 





out the country are preparing to | 


carry out the 


lated by National Selective Ser- 


| vice Headquarters, General Her- 


shey said. This program functions 
with the cooperation of the War 
Department, the United States 
Employment Service and_ the 
various State Employment Of- 


| fices, and is centered on the work 


of Local Board Reemployment 
Committeemen who will act as 
liaison agents between the re- 
turning soldiers, their former em- 
ployers and industry generally. 
Data obtained by the War De- 
partment from the forms to be 
filled out by returning soldiers, 


| together with the record of his 


military service, will be compiled 
and placed in the hands of the 
Local Board Reemployment Com- 
mittemen before the soldier is 
discharged. The Reemployment 
Committeeman will get in touch 
with the former employer prior 
to the return of each soldier to 
ascertain if his former job still 
is available, transmit the records 
of returning soldiers who have 
no jobs awaiting them to the 
nearest State Employment Office, 
and otherwise endeavor to place 


Reemployment | them in contact with available 


civil life, General Hershey said, | Program that has been formu- | jobs. 





JOHNS-MANVILLE RAISES 
O’BRIEN AND BALDWIN 


Lewis H. Brown, president of 
the Johns-Manville Corp., has an- 
nounced the election of John A. 
O’Brien and Leslie A. Baldwin 
as vice-presidents of the Johns- 
Manville Sales Corp. Mr. O’Brien 
will continue as general sales 
manager of the power products 
and industrial department and 
Mr. Baldwin will manage sales of 
industrial products to the chem- 
ical and paint, automobile and 
non-ferrous metal industries. 

Mr. O’Brien began his career 
with the company in 1915 as a 
stenographer, and since has held 
various sales and executive posi- 
tions with it. Mr. Baldwin went 
to the company as a salesman in 
1920 and has risen through vari- 
ous sales and executive positions. 


WEISE ELECTED PRESIDENT 
ENGLEWOOD DOWEL CO. 


G. Bennet Weise, formerly sec- 
retary of the Englewood Dowel 
Co., 6315 Yale Ave., Chicago, 
Ill., has become president of the 
company. 








>< oa 
‘Sa... 





PITTSBURGH’S POPULAR MERCHANDISE MART: Four leading Pittsburgh hardware distributors did considerable business 
at the 8th annual Merchandise Mart held on the entire fourth floor of the Hotel William Penn, Pittsburgh, Pa., Sept. 8-10. More than 
4,000 persons attended the Mart which offered wholesalers in diversified trades the opportunity to show merchandise to dealers 
attending from a 135-mile radius. Hardware exhibitors included: Logan-Gregg Hdwe. Co., J. A. Williams Co., Joseph W oodwell Co., 
and L. H. Smith, Inc. Instead of exhibiting openly, the business-end of the Mart operated in rooms on the fourth floor. As a result, 
distributors declared that at the Mart they actually received many more hardware orders. Hardware displays consisted mainly of 
washers and ranges, ironers, toys, and traffic appliances. Exhibitors in photo are, top left, L. H. Smith, Inc., and right, J. A. Williams 
Company's small appliance display; bottom left, the Joseph W oodwell exhibit, and right, Logan-Gregg Hardware Company's exhibit. 
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REINERT LEAVES AMERICAN 
HARDWARE SUPPLY CO. 


G. Edw. Reinert has resigned 


his position as buyer of tools, | 


cutlery, and other lines for the 





G. EDW. REINERT 


American Hardware Supply Co., 
Pittsburgh, Pa., to become effec- 
tive at a later date. Prior to his 
association with the company he 
was a buyer for a number of 
years for the former Simmons 
Hdwe. Co., St. Louis, Mo. His 
present address is in care of the 
American Hardware Supply Co. 


WINCHESTER 25-YEAR 
CLUB ORGANIZED 


The 25 Year Service Associa- 
tion of Winchester Repeating 
Arms Company, Division Western 
Cartridge Co., New Haven, Conn., 
with a total of 722 employees 
eligible, with services ranging 
from 25 to 59 years, was formal- 


ly launched Sept. 27. Gathering 
in the huge dining hall of one of 
| New Haven’s shore resorts, this 
|great group of employees were 
guests of the management of the 
| company at a shore dinner, en- 
| joyed an excellent program of 
| humorous and inspirational talks, 
| watched the presentation by 
| Thomas I. S. Boak, works man- 
| ager, of service medals to the 23 
| of their number whe have served 
continuously for more than 50 
years. Then, everyone of the rest 
of the gathering was presented 
by the company with a solid gold 
service pin indicating services of 
25, 30, 35, 40 or 45 years as the 
case might be. Four employees 
were presented with solid gold 
pins, set with two diamonds, in- 
dicating Winchester service of 
more than 55 years. The recipi- 
ents of these pins are Joseph L. 
DeScheen, Sr., William McHugh, 
John Riedel, and Edward M. 
Shields. 





NEW OFFICERS FOR 
LUTHE HDWE. CO. 


New officers recently elected 
for the Luthe Hardware Co., 
wholesale firm at 100-114 Court 
Ave., Des Moines, Iowa, are: 
president, Charles J. Luthe, Jr.; 
secretary, Frederick P. Luthe, 
and treasurer, Henry P. Luthe. 

Following the retirement of W. 
E. Muir as president on Sept. 6 
and D. E. Harris as secretary, 
April 25, the Luthe family again 
assumed control of the firm. L. 
E. Coffin still serves as vice-presi- 
dent, an office which he has held 
for 16 years, and F. H. Luthe, 
one of the co-founders, is now 
chairman of the board. 
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Mirro Continues Consumer Ads 


In view of the curtailment in 
the production of aluminum 
cooking utensils, an announce- 


nN 


THE FINEST 


ALUMINUM 
~ 





One of the Mirro ads. 
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|ment of a consumer advertising 
|program by a manufacturer of 
| this ware is of unusual interest. 

A. J. Vits, president of the 
Aluminum Goods Mfg. Co., 
Manitowoc, Wis., makes the fol- 
lowing statement in connection 
with the announcement of the 
“Mirro” fall advertising pro- 
gram: “Until the nation’s defense 
needs have been taken care of, it 
is predicted there will be little 
if any aluminum available for 
manufacturing consumer goods. 
In the meantime, we plan to keep 
the ‘Mirro’ name before the pub- 
lic through timely advertising in 
leading women’s publications, to 
maintain friendly contact with 
dealers’ customers and ours, and 
thus insure continued consumer 
acceptance when conditions re- 
turn to normal.” 

One of the four ads in the 
series is reproduced here in min- 
iature. 











A trade mark that brings quality to mind spontaneously— 
that assures customers of full value for every cent of their 
expenditure—is a steady-working sales assistant that makes 
your job easier, quicker, more profitable all around. 
That’s why so many hardware men stand by “Union 
Hardware” to keep their ice skate business brisk. 


With a backlog of endorsements, steadily added to by 
skaters since the 1860’s, the name “Union Hardware” is 
today accepted without reservation as a symbol of excel- 
lence in Ice Skate constructidn. 


The continuance of this far-reaching popularity is assured 
by Union Hardware’s strict adherence to manufacturing 
practices which call for none but the finest steels, expertly 
crafted into serviceable skates that add to skating pleasure 
because they fit snugly, balance properly and hold keen 
edges longer. 


Your jobber will supply you with Union Hardware Ice 
Skates, available in a full range of sizes and styles (for 
both men and women) in screw clamp and screw-to-boot 
patterns. 


BmEVEEoE @ 
HARDWARE COMPANY 


aw EWE asi 
TORRINGTON. CONN. 


NEW YORK OFFICE ISI CHAMBERS STREET 





73 

















LIFES LITTLE UPSETS 








-«- Or How Sawdust Increases 


Your Christmas Sales! 




















Zz2z2z2zzzz! Look at that rug! Brand, spanking clean 
for the holidays. . 

Women get a smile out of these “homey” upsets in 
Bissell ads. And they’re read by three to five more 
people than read other ads of the same size in the 
same magazine! Repeated surveys prove it! 

Twenty-two national magazines are carrying the cur- 
rent campaign . . . 114,189,400 Bissell sales messages... 
building to a seasonal climax of Bissells as gifts. 

Get in on the holiday pay-off yourself by stocking 
plenty of “‘Bissells’’ now . . . by boosting Bissell Sweepers 
in your own Christmas ads, your own Christmas store- 
displays. And remember . . . the records show that Bissell 
gift sales triple at Christmas! 


. and now it’s covered with sawdust! 


STRESS BISSELL POINTS 
FOR BISSELL GIFT-SALES! 


1. BISSELL’S EXCLUSIVE HI-LO 
Brush Control adjusts itself in- 
stantly and automatically to the 
nap-length of any rug. 





—Amn f\ 


2. THE HANDY “STA-UP” HANDLE 
stands alone . . . doesn’t fall to the 
floor when you're interrupted by 
the ’phone or doorbell. 


3. “BISSELLS” EMPTY QUICKLY, ecas- 
ily ... with thumb pressure. And 
Bissell modern designs assure ad 
miration and fast sales. 





4. BISSELL SALES EXCEED all other 
makes combined! Women declare, 
“Bissell is best and handiest for 
all clean-ups, keeping rugs spic 
and span.” 





PUSH “BISSELLS” AS GIFTS...FOR 
CHRISTMAS ...FOR ANY TIME 


BISSELL CARPET SWEEPER CO. 


GRAND RAPIDS, MICHIGAN 
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OBITUARIES 





JOHN H. NORTH 


| John H. North, 57, manufac- 
turer’s representative, of Dallas, 
Tex., passed away on September 
11 after a short illness. 

Born at Overall, Tenn., and 





JOHN H. NORTH 





educated in Murfreesboro and 
| Tullahoma, he moved to Texas 
|in 1908 and began his business 
| career with Huey & Philp Hard- 
ware Co. of Dallas. He was with 
Pittsburgh Plate Glass Co. for a 
time, and later became partner 
|in the Nashville firm of Hare, 
| Bailey & North. On Mr. Hare’s 
death he began operation with 
the same lines in the Southwest 
under his own name. He had 
represented “LCN” door closer 
interests since the company’s be- 
ginning in 1926. 

Surviving are his widow and 
two daughters, Mrs. Oxford Car- 
ter and Miss Mary Ruth, and a 
son, John, Jr. 


J. KARL KINNEAR 


J. Karl Kinnear, sales man- 
ager, fishing tackle, for The 
| American Fork & Hoe Company’s 
Sporting Goods Division at 
Geneva, Ohio, died on September 
25 at Cleveland Clinic after an 
illness of several months. 

Karl, as he was affectionately 
known to thouzands of friends, 
entered the employ of The Amer- 
ican Fork & Hoe Company in 
| 1906 and had served the com- 
| pany in various capacities both 
|in the sales and manufacturing 





| departments. For the last 20 
| years he had been active in the 
| development of the company’s 
| one-piece forged steel fishing 
| rods, and for the past several 
| youre had served as sales man- 
ager for that department. 
He served the fishing tackle 
| manufacturers for several years 





| as president of their association, 


and for the past two years, as 
secretary-treasurer of the Asso- 
ciated Fishing Tackle Manufac- 
turers. He had always been ac- 
tive in conservation work both 
in his home community and na- 
tionally, having been appointed 
a director of the American Wild 
Life Institute by President Roose- 
velt several years ago. Mr. Kin- 
near had done much to bring 
about a better understanding and 
closer cooperation between fish- 
ing tackle manufacturers, con- 
servation organizations, and pub- 
lications serving the outdoor 
field, and through promoting a 
joint effort of these groups, had 
advanced the cause of conserva- 
tion. 


PAUL F. REICHHELM 


Paul F. Reichhelm, president 
of the American Swiss File & 
Tool Co., Elizabeth, N. J., passed 
away Oct. 3, following a long 
illness. Mr. Reichhelm had been 
head of the company for 22 years 
succeeding his father, the late 
Edward P. Reichhelm, founder 
of the company. He leaves his 
widow, and a brother. 


JAMES D. GRANT 


James D. Grant, a salesman of 
machinists’ precision tools for 
over 40 years and associated with 
The Lufkin Rule Co. since 1924, 
passed away Sept. 1. He was 73 
years old. 

Mr. Grant began his hardware 
career with Weed & Co., Buffalo, 
N. Y., remaining there for a term 
of years and became an expert 
in the demonstration of machin- 
ists’ tools. - Since joining Lufkin 
in 1924, he had represented them 
in various sections of the country 
up to the time of his death. 

He leaves his widow. 





JAMES D. GRANT 


HARDWARE AGE 
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’ A. L. McARTHUR 


A. L. McArthur, 47, manufac- | 
turers’ representative for Shef- | 
field, Clark & Co., passed away 
suddenly at his home in Atlanta, 
Ga. Mr. McArthur had been in| 
the hardware business since 1911. 
He was a member of the Old 
Guard, Southern Hardware Sales- 
men’s Association. 


HARRY H. GROSHONG 


Harry H. Groshong, who re- 
tired as a sale:man for Under- 
hill, Clinch & Co., New York 
City, wholesale hardware dis- | 
tributors, in 1934, passed away | 
Sept. 25 in Maplewood, N. J., | 
following a long period of ill! 
health. Mr. Groshong, who was | 


82 years of age, was well known 
to hardwaremen in the metro- 
politan New York area, having 
been a traveling salseman for 
Underhill, Clinch & Co. for more 
than 40 years. He was an honor- 
ary life member of the Hardware 
Boosters. 


WILLIAM H. HUNTER 


William H. Hunter, vice-presi- 
dent and treasurer of the Gil- 
bert & Bennett Mfg. Co., George- 
town, Conn., passed away re- 
cently. Mr. Hunter became asso- 
ciated with the company as a 
bookkeeper 49 years ago. He 
was advanced by various steps to 
assistant secretary, then trea- 
surer, and finally treasurer and 
vice-president. 





TOY GUIDANCE COUNCIL ISSUES 
COOPERATIVE CHRISTMAS ADVERTISING PLAN 


Carrying on the idea originally 
offered as the Famous Funn Fam- 
ily Service, the Toy Guidance 
Council, Inc., 30 Rockefeller 
Plaza, New York City, offers a 
cooperative consumer catalog ad- 
vertising plan for retail toy out- 
lets. Featuring toys selected in 





headed by Melvin Freud, Reiss 
Advertising, Inc., 30 Rockefeller 
Plaza, New York City. On the 
executive committee are repre- 
sentatives of each of the follow- 
ing wholesalers: Schranz & Bieber 
Co., Inc., New York City; The 
Geo. Worthington Co., Cleveland. 





accordance with the needs of dif-| Ohio; Licht & Wankelman, Inc., 
ferent age groups the rotogravure | Cincinnati, Ohio; Central Indiana 





catalogs list 261 different items,| Distributing Corp., Indianapolis, 
200 of which are illustrated. Se-| Ind.; Long-Lewis Hardware 


lections were made by represen- 
taltives of 16 wholesale distribu- 
tors, including four hardware 
wholesalers. No cooperative buy- 
ing or price setting arrangement 
is incorporated in the plan. With 
the exception of choice of one of 
two lines of electric trains, ‘cata- 
logs are identical as to listings 
and _ illustrations. Playthings 
from the lines of 58 different 
manufacturers are featured, and 
the plan will be advertised in wo- | 
men’s publications. Samples of | 
the booklets are now available to 
interested dealers. 
Each cooperating 
stocks all of the items shown in 
the catalog, the only option be- 
ing in the selection of one of the 
two lines of electric trains, deal- | 
ers using the edition featuring 
the train line they handle. Coop- 
erating dealers must agree to car- | 
ry a representative stock of the 
listed items and to purchase and | 
distribute a quantity of the roto- 
gravure book, “The Right Toy 
for the Right Age,” bearing the 
store’s imprint and _ providing 
space for mailing address. Book. | 


wholesaler 


Corp., Bessemer, Ala.; Williams 
& Shelton Co., Charlotte, N. C.: 
Philadelphia Motor Accessories 
Co., Philadelphia, Pa.; Thomas 
Field & Co., Charleston, W. Va.; | 
Buhl Sons Co., Detroit, Mich.; 
Madsen’s, Inc., Murray, Utah: 
Stull Bros., Kingston, Pa.; Radoff 
Bros., Houston, Tex.: John Dunn, 
Inc., Boston, Mass.; and A. C. 
McClurg & Co., Chicago, Il. 


200 ATTEND EAGLE 
STORES PICNIC 


More than 200 dealers at- 
tended the annual picnic and 
clambake of the Eagle Hardware 
Stores, Cleveland, Ohio, on Sept. 
4 at Astorhurst. A feature of the | 
day was a‘ ball game umpired by 
Charlie Vanek. Horseshoe pitch- | 
ing was another popular sport. | 
On the entertainment program | 


| was a feature dance by “Mics | 


Cleveland” during the floor show. 


CORRECTION, 
RE TAX LAW 


On page 49 of the Oct. 2 issue | 
| 





lets cost the dealer $28.85 per|of Harpware AGE in reporting | 
thousand copies. Dealers partici-| the new tax laws it was errone- | 
pating in the plan will be limited | ously stated that household wash- | 
in number, limitation being based | ers were included in the revised | 
on trading areas served by the|tax law. That is incorrect for | 
different stores. the Senate approved the House | 

The executive committee of| recommendation that eliminated 
Toy Guidance Council, Inc., is} household washers from the tax. | 
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FOR BETTER 


There is extra value — DIS- 
PLAY VALUE — in handling 
Pol-mer-ik Linseed Oil in Cans. 
Better display means better sales. All 
good merchandisers agree that in- 
creased eye appeal produces in- 
creased volume. 

Pol-mer-ik Linseed Oil in Cans is at- 
tractive — it invites sales — it creates 
confidence. And that’s not all — Pol- 
mer-ik Linseed Oil, either raw or boiled, 
produces a better paint job, which in 
turn builds satisfied customers for you. 

Pol-mer-ik — factory-sealed — goes 
on the job factory-fresh. Pol-mer-ik — 
factory packaged — is convenient, 
clean and attractive. You buy a can — 
you sell a can. Your profit is sure and 
certain. 


Gu Cane 














i / BBVABANASsSsssssssssessesssesssesessesny 
anes Archer-Daniels-Midland Company Hass 6 
: Roanoke Building, Mi polis, Mi f : 
¢ Please send me the story of Pol-mer-ik Linseed Oil in Cans. 4 
7 | want more profits in my linseed oi! selling. : 
, 
; OR LEMON LORE LOE EEE POLYOL Y ES Te REE ’ 
’ * 
Bi PEED CCR eon ealoe bok 5.346 caleaehaees so Ueneeeheebmkabdecs ses 
. 
© MRM aides dil eiemdelbandsaumnawus On eee - 


Pememeemmmeeeeseseeeeeeeessreeeeeeeseeseseeay 
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Swing-A-Way Gift Set and Package 
—Contains can opener, '"Edgemaster 
knife sharpener and jar opener in 
either cadmium or chrome finish 
Wall bracket included. Package is 
red and silver. Bottom of box fits into 
lid for display purposes. Set reiails 
east of Denver for $3.95 cadmium 
finish, and $5.95 chrome finish 
Slightly higher on West Coast. Deal 
er's discount 40 per cent. Swing-A- 
Way Steel Products, Inc., 1438 Mer- 
chandise Mart, Chicago, II! 
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hristmas Gift 





Packages, 


Giliette Gift Sets—Priced to sell from: 98 cents to $6.00 
Gift packages are free to dealer and his customers. the 
dealer paying only regular price of the merchandise 
alone. Four new gift packages are the deluxe “Trav- 


kit” at $6.00 and the 


‘Travkit’ 98 cents; the No. 7 at 


$1.95 and the 25-pack of.Blue Blades in gift wrapping 
at 98 cents. The No. 7 contains the new one-piece 
Tech (Ranger model) and a 25-pack of Blue Blades, 
the latter with compartment for used blades. Free 
goods offers are again in effect on sets Nos. ! to 6 
Gillette Safety Razor Co., Boston, Mass 


Bissell Spot Display—Christmas pro- 
motion consists of colorful display 
material as shown. In addition the 
company is making available dis- 
play rack and head piece—a double- 
faced cardboard which can-be 
slipped over the hgadpiece of a reg- 
ular Bissell sweeper display rack 
Also available are show cards carry- 
ing out the design on the spot dis- 
play and envelope size circulars and 
newspaper ad mats. Bissell Carpet 
Sweeper Co., Grand Rapids, Mich 


Plumb Hammer Dis- 
play — The Plumb 
leader nail hammer 
No. 115 is packed in 
an individual display 
box which provides 
a colorful display 
background for the 
attractive polished 
finish of the hammer. 
Hammer has octagon 
neck, round face, pol- 
ished head. Octagon 
throat, natural finish 
handle. Weighs | Ib.; 
size 1l4,, handle 
length, 13 in. Fayette 
R. Plumb, Inc., Phila- 
delphia, Pa 
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Merchandise— 
Displays 





Silex Poster—The Silex Co., Hartford, Conn., is offering 
dealers a colorful Christmas poster to help them de- 
velop an active, profitable Christmas gift campaign 
Poster is in red and green. 211/2 in. long by 11 in. high 
Also available are small folders and newspaper mats 


Pocket Dressing Room Kit—Styled fo: 
gift market and Army and Navy re- 
cruits. Contains electric shaver, 
comb, removable mirror and space 
for toilet accessories or jewelry. 
Simulated alligator kit is compact 
and sturdy. Colonel shaver, in ivory 
plastic with gold-colored trim, in- 
cludes a faster, quieter motor and 
hollow-ground shearing head. Schick, 
Inc., Stamford, Conn 


Plastic Table Set — 
“Jewel” consists of 
six knives and forks, 
one fruit knife, one 
cheese and butter 
knife, and one cake 
and pie cutter and 
server. Comes in 
crystal and transpar- 
ent pink put up in at- 
tractive box with Cel- 
lophane window. No 
2071. The Emeloid 
Co, Arlington, N. J 
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Display Centerpiece—The Ingersoll- 
Waterbury Co, Waterbury, Conn., 
offers this centerpiece display around 
which gift articles can be shown on 
counter or in window. Display is 
packed with assortment of one each 
of eight of the most popular Ingersoll 
watches as shown here. Complete 
assortment, No. 1851, has retail value 


of $28.60; dealer's cost, $20.01 





Garden Tool Set—This special! Christ 
mas gift set contains four ‘‘Plasti- 
Chrome” garden tools with plastic 
handles: spading fork, trowel, midget 
warren boe, and hand weeder 
Packed in display box, illustrated, 
and gift-wrapped at factory with 
Christmas paper and Cellophane rib- 
bon. Copy of 120-page garden man- 
ual by Harry R. O’Brien, the “Dirt 
Gardener” of Better Homes & Gar- 
dens, is enclozed with each package 
The Union Fork & Hoe Co., Colum- 
bus, Ohio 
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Christmas Gift Merchandise— 


Packages, Displays 





Cory Christmas Plan—The Glass 
Coffee Brewer Corp., 325 N. Wells 
St., Chicago, Ill., offers attractive win- 
dow streamers such as are pictured 
in miniature so that dealer's stores 
may tie in with the company’s ad- 
vertising. The blue and yellow dis- 
play cartons in which each “Cory” is 
packed complete, will bear an at- 
tractive holly sticker in Christmas 
colors. Illustrated in the group of 
Cory merchandise for Christmas gift 
selling are: the Royal 8-cup model 
and the Royal deluxe tray set. Com- 
plete ensemble includes matching 
handle, safety-stand funnel holder 
and coffee measure 
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Combination Gift Set—for Christmas or 
other occasions where gifts are appropri- 
ate. Set includes the Foley food mill, sifter, 
chopper and fork, attractively packed in 
a Cellophane-wrapped blue box trimmed 
with a red Cellophane bow. Retail price 
of $2.50 is slightly less than the individual 
prices of the four items. Foley Mfg. Co., 4 
Main St., N. E., Indianapolis, Ind 











Flashlight Floor Display — Comes 
with new gift season panel (reversi- 
ble for after holiday use) and is 
available with floor merchandiser 
assortment No. 18, consisting of 18 
spotlights in different styles in the 
price range of 59 cents to $1.20, com- 
plete; also, 96 No. 1511 batteries with 
the new “Power-Saver Inner-Seal.” 
Also offered is a counter dispiay 
with gift season panel, available 
with purchase of one No. 14 counter 
merchandiser assortment. Winches- 
ter Repeating Arms Co. Division, 
Western Cartridge Co., New: Haven, 
Conn. 





Christmas Decorative Lighting—Royal deluxe 
bells. They are electrically lighted translu- 
cent bells backed by a cluster of bright silver 
leaves, gay Cellophane bows, and sparkling 
berries. Leaves reflect the colors. Bells come 
in varied sizes with one, two, three, and five 
bells. Royal Electric Co., Inc., Pawtucket, R. I 
Company also has available a catalog show- 
ing its holiday lighting equipment 
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It takes an emergency to di- 
rect attention to neglected oppor- 
tunities. With production restrict- 
ed on many lines now is an 
opportune time to turn attention 
to servicing and repairing of 
Myers Pumps and Water Systems 
already in use. Myers parts and 
repairs are available for substan- 
tially every Myers Pump ever built. 

Favorable priority rulings in- 
sure Myers dealers an ample 
supply of fittings and parts for 
Myers Pumps and Water Systems 
enabling them to take advantage 
of a money making opportunity 
by enlarging their service and 
repair department and aggress- 
ively going after this business in 
their community. Write for details. 


Farm Operating Equipment 
THE F. E. MYERS & 


ASHLAND, OHIO 
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Reciprocating and 
EJECTO Type Pumps 
and Automatic Water 
Systems for deep and 
shallow w 


Hand and Windmill 
Pumps 


Pump Jacks, Cylinders 
and Accessories 


Hand and Power. 


Sprayers 


Hay and Grain Unload- 


ing Tools 


Barn and Garage Door 
Hangers 


BRO. CO. 


ST 
FOR THE @ TIME- 


S 


A MATCHED TWIN-SERVER SET 
ET-UP GIFT BOX... 


IN S 






Pag 






@ Because this new No. 915 Gift Set combines eye appeal with popular 
selling price, you will find it an outstanding promotion number for fall 
and holiday featuring. Consists of matched twin dripless servers—48-oz. 
and 11-oz. sizes—tissue packed in smart set-up gift box! Servers have 
Tenite plastic tops and slides in red, green, yellow, blue; ribbed clear- 
glass containers. Order from your jobber promptly for immediate de- 
livery. If he can’t give you complete details . . . write direct. 


NATIONALLY ADVERTISED 
iw LADIES’ HOME JOURNAL... 


This Is The 


NOVEMBER AD 
(Out October 31) 


ie sade 
3,800,000 


CIRCULATION! 










Sa) THAT YOU'LL 
WANT FOR 
YOURSELF! 







Take advantage of this ‘\ 
: 2 ) 
| mational advertising. It ~ 
| reaches your customers... 
creates sales for you! a 








400 N. LEAVITT ST 
CHICAGO, ILLINOIS 
200 FIFTH AVENUE 


FEDERAL TOOL CORP. 





NEW YORK OFFICE + 
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“LEADER” 


CHROME CLAD 
STEEL TAPES 





The quick way to sales and 
profits in steel tapes is to fea- 
ture the Lufkin “Leader.” Jet 
black markings show up 
prominently against a satin 
chrome suriace that won't 
rust. crack, chip or peel. It 
looks better, lasts longer and 
has plenty of “buy appeal.” 
So take advantage of this 
| mewest improvement in mea- 
suring tapes by putting the 
| “Leader” Chrome Clad Steel 
Tape where your customers 
can see ii 








WHATS NEW 





Portable Ironer 


A new portable ironer weighing only 
35 pounds and equipped with one simple 
ironing control is announced by West- 








inghouse Electric & Mfg. Co., Mans- 
field, Ohio. The suggested retail list 
price is $29.95. Both ends of the “free 
rolling” iron roll are open and usable. 
Men’s shirts may be ironed quickly, 
since it is possible to finish sleeves, 
shoulders and yoke of a shirt in one 
continuous operation. An easily acces- 
sible lever control permits pressing 
operations with minimum effort. A 
polished steel pull-out rod which fits 
into the base of the ironer may be used 
at either end as a clothes hanger or 
support when large pieces are being 
ironed. Roll of the ironer is 3% in. 
in diameter, and turns in forward or 
reverse directions for easy adjustment 
of pieces being handled. Heat is con- 
trolled by a disl calibrated according 
to fabrics. ° 


Edwards Chimes 


Each model in the 1942 line has 
been designed to harmonize with {fur- 
niture styles and. decoration trends. 
Shields are of a new wood composition, 
“Sylvite,” which it is claimed will not 
mar or crack and which permits fault- 
less reproduction of old wood carvings. 
Comes in variety of finishes. Chimes 
have oversized symphonic tubes to 
give extra depth and resonance of tone. 
Tone of each tube controlled by exclu- 
sive plastic symphonic modulator to 
climinate metallic clank. Prices range 





from $1 to $59.50, including $1.75, $2.95, 
$3.95 and with special values on the 
featured $4.95 and $7.95. models. 
Edwards & Co., Inc., Norwalk, Conn. 


Hotpoint 7 Cu. Ft. Model 

Model EBX7—features “Easy-Clean”™ 
speed freezer of heavy gage steel fin- 
ished inside and out with white por- 
celain enamel; 16-point temperature 
control, with semi-automatic defrosting 
feature mounted beneath freezer door: 
four ice trays with capacity of 80 
cubes per freezing; butter conditioner 
outlet so that accessory may be added; 








six-way cold storage compartment; ex- 
tra storage drawer in unit compartment 
for non-refrigerated foods. Cabinet is 
one-piece, all-steel finished with two 
coats of baked “Calgloss” enamel on 
honderized steel. One-piece cabinet in- 
terior finished in white porcelain 
enamel with acid-resi-ting reservoil 
bottom. “Thriftmaster” unit operates 
refrigerator. Hotpoint Refrigerators 
(Edison General Electric Appliance 
Co.), 5600 W. Taylor St., Chicago, Il. 


Gas Range Promotion 


Many business charts and _ timely 
facts and figures on “Trading Up” are 
included in the new Tappan Golden 
Harvest Plan Portfolio for promoting 
gas ranges. It is illustrated in color 
and contains many cut-outs and fold- 
outs featuring the fall national adver- 
tising, newspaper ads and the vast 
array of display and promotional mate- 
rial. Tappan Stove Co., Mansfield, 
Ohio. 
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K-M Heating Pad 


Four new electric heating pads are 
announced by the Knapp-Monarch Co., 
St. Louis, Mo., for 1941-42. Leading 





the four is a luxury pad (810-R) illus 
trated, with a patented asbestos fire- 
proof lining that completely envelops 
the asbestos-covered heating element 
(60 watts) and three distinct tempera- 
lures automatically controlled by sepa- 
rately calibrated thermostats. This pad 
comes with a beautiful satin, slide- 
fastened cover, a practical linen bag, 
and a protective rubberized cover for 
use with wet applications. Listed by 
Underwriters’ Laboratories. List, $7.95. 


G-E Gift Catalog 


The General Electric Co., Bridgeport. 
Conn., has appropriately issued a gift 
catalog including the full line of G-E 
heating devices with many new appli 
ances for the 1941-42 season. The 
catalog shows coffee makers. roa-ters. 
irons, hot plates, etc. 


Crosley FM Receivers 


Fifteen exclusive Crosley FM _  fea- 
tures are included in the 1942 line, 
three models of which have been intro- 
duced. These new receivers have been 
designed, the compuiny states, to receive 
the standard AM programs with maxi- 
‘mum accuracy and clarity and also fur- 
“mish modern and advanced reception 
‘‘of=.-frequency modulation programs 
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from the rapidly increasing list of FM 
broadcasting stations. ‘Shown is the 
FM combination console model, No. 
22CP. This includes -the “Floating 
Jewel Tone” system of radio-phono- 
graph reproduction. The Crosley Corp., 
Cincinnati, Ohio. 


“Strato” Clock 


With self-starting electric time move- 
ment. Retails for $7.95. Design fea- 
tures aviation motif in hands, dial, case, 
and the “wing” base. Case is solid 
mahogany; 3-in. silvered metal dial 
with hands and numerals in black. Sash 


and base polished gold colored brass. 
Height, 4% in.; width, 5'% in.; depth, 
2% in. Seth Thomas Clock Co., 
Thomaston, Conn. 


Electric Scroll Saw 


With this impreved “Moto-Saw,” it 
is now possible to saw any length board 
up to 19 in. in width, since operator is 





parm pogase? —_— 





so enabled to engage saw blade at 90 
deg. to the frame. Saw weighs 17 oz 
Dremel Mig. Co.. Racine, Wis. 


Pump Catalog 
Baker Mfg. Co., Evansville, Wis., lias 


issued a new master catalog of more 
than 100 pages showing: the “Monitor 
Silent Flow” deep well water system-, 
windmills, engine, pumps, pump jacks. 
cylinders, well supplies, pipe, and 
tanks. 
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Send for the big, two-color Berea Abraswes Cat- 


alog and Merchandiser that tells how to sell the line 
as well as what to buy. Sent free when requested 
on your letterhead 


BEREA ABRASIVES 
1134 Builders Exchange Bldg. 
CLEVELAND, OHIO 
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ABRASIVES 


" For Your Profits Sake!” 
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_ Plan Early Displays of 
Winter Sporting Goods 


HARDWARE AGE Original Window Display IDEAS 
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WINTER SPORTS WINDOW 


Merchandise: A complete showing of all models of ice skates; also sleds in sev- 
eral sizes, skis, ski accessories such as wax, ski harness, boots, and ski poles; hockey 
sticks, athletic hose, pucks. Show hockey and racer ice skates in men and women’s 
models, also clamp and double runner skates. 

Background: Develop a winter atmosphere for this window by using white corru- 
gated board or wallboard painted for panels. Cotton batting or white crepe paper is 
suggested covering for the pedestals and floor of window. Cut out letters in light blue. 


\ INTER sporting 


goods will soon be in demand in 
many parts of the country. Dis- 
playing this merchandise in the 
store usually means that many 
shifts in stock and fixtures must be 
made. Plan these changes well in 
advance in order to save time. 
Due to the fact that skates must 
be fitted, some place must be pro- 
vided where the customers may try 
on the numbers in which they are 


$2 


interested. Floor space usually 
used for showing bulky goods 
could be made available for such 
a department. 

Low shelving sections around 
two or three sides of such a space 
provide a convenient place for the 
skate stock. The top of the shelv- 
ing is an ideal spot on which to dis- 
play various models of skates and 
related accessories. This shelving 
should not be more than 40 in. 


high and 36 in. is better. It should 
be deep enough to hold the aver- 
age size skate box in your stock. 

Several chairs can then be 
placed along the open side of the 
space so that customers may be 
seated when trying on skates. A 
regular fitting stool is another im- 
portant accessory for the depart- 
ment. 

A department such as the one 
described here could be arranged 
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MAKES TARGO PROFITS 


An eye-catcher and a salesmaker 
every dealer should have 


A @ Targo is “velvet,” Targo sales are extra sales—and Targo 
equipment in use means a steady, profitable repeat business 
in Targo Targets and ammunition. A great opportunity to 
cash in on the growing popularity of this sensational, new, 
miniature aerial target shooting game. 






ONE MAN - LOW COST 
Rieriat SHOOTING © 




















A colorful, modern display (of solid wood and plywood) 
for window, floor or wall, FREE with the purchase of 2 Targo 
guns (Model 42TR), 3 Targo No. 1 Traps, 2 Targo Hand 
Trap Frames and 1000 Targo B1 Targets—part of which mer- 
chandise is mounted on the display. It will make your store 
Targo headquarters. 


Order through your distributor. Display shipped FREE 
with merchandise assembled on it as shown. Do it today. 


1610 St. John St., New Haven, Conn. 






































—ASK THE MANAGER 
ABOUT STORE FRONT 
RESULTS.... 


M. T. Collier, owner-manager, 
Farmer City, Illinois, says: 







‘...my new Kawneer Store Front 
was the best investment I ever 
| made. Store traffic increased as 
soon as the front was completed 
and my sales and profits tell the 


KAWNCCT STORE FRONTS 22 = 


date appearance of the new front.” 
Are you as proud of your store 








COUPON BRINGS ILLUSTRATED BOOKLET ON NEW STORE FRONTS 


oe A Sk OT , 
r HA-10 front’s pulling power? Can you 


use more business? Send for free 
I illustrated Kawneer booklet. 


The Kawneer Company, Niles, Michigan 
Please send free copy of your new illustrated store front booklet. 


@ NAME ADDRESS _ 2 
ee ee ee a 
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in the space of an average battery 
of display tables, which is a space 
5 by 12 ft. 

Skis are best shown along a 
wall space in most stores. If such 
space is not available along the 
sidewalls, the space along the backs 
of the windows can often be con- 
verted to this use. It may be neces- 
sary to develop a background for 
the merchandise if the department 
is located there. 

Some special type of fixture is 
usually required to show this mer- 
chandise. One of the most satis- 
factory types consists of wood 
boards into which wood dowels or 
metal rods have been inserted far 
enough apart to hold a ski. The 
wooden boards are then fastened 
to the wall or background. The 
butts of the skis are placed on the 
floor and leaned against the wall 
with the upper part of the runner 
fitting into the space between the 
rods on the board. This holds 
them in place so that the display 
always appears at its best. 

When wall space is not avail- 
able, a fixture incorporating the 
principles of the board with rods 


“BE SURE AND LET ME | 
UKE IT 





GET YOUR CUSTOMERS TO TELL 
OF THEIR EXPERIENCES WITH 
YOUR MERCHANDISE 


can be constructed for use on the 
floor. It is possible to build this 
rack so that both sides can be used 
for display. 


Power Tool 
Demonstrations 


Demonstrations of power tools 
suitable for home workshops 
always stimulate a lot of interest 
among customers whenever they 
are held. Dealers with adequate 


stocks should plan to start early 
store demonstrations on this line. 
These demonstrations should be 
held when store traffic is heaviest 
and this means on a Saturday in 
most communities. 

Announcement of the demon- 
stration should be made in the 
local newspaper or by direct-mail, 
if this is more satisfactory. A 
postal card would be ideal for an 
announcement of this type. 

Do not use the best space in the 
store for the spot in which to con- 
duct this demonstration. Space at 
the rear is ideal for this purpose 
or, if this is not available, space 
on the second floor or in the base- 
ment could be used. Large cards 
should inform customers where 
the demonstration is being held if 
it is being conducted at a place 
other than on the main floor. 

A series of demonstrations could 
be developed on the power tool 
line with one tool being demon- 
strated each week. A complete 
display of all other items should 
be arranged in a space near the 
demonstration. 








FOR ENJOYING 

















LEISURE HOURS 


AT HOME 
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POWER TOOL WINDOW 


Merchandise: Work bench, wood turning lathe, drill press, bench saw, hand saw, 
power tool grinder, electric hand saw, electric drill, electric polishers; also, small 
hand tools such as hammers, saws, planes, vises, rules, pliers, hand drills, braces, 
bits, chisels, hack saws, and wrenches. 

Background: Panels of ivory corrugated board or wallboard painted. Cut out 
letters of vermilion corrugated board fastened to panels. 
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Two New Centrifugal 
Jet Pumps 


ADD PROFIT PUNCH peal 


TO THE GREAT LINE OF Zz 
CHE Nt 
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HOLDING 
HAMMERS 
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WATER 
SYSTEMS 


i ee nee ell 
4 


4 
2 
» 7 


\ur oo Cee 
- ‘ 
. 


? 
; 
? 
b 
f 
r 
” 
f 
, 
; 


Cheney Nailers—the finest of all fine 
hammers—bring to hardware stores 
an added, exclusive selling advan- 
tage. The nail holding device and the 
driving power and balance of Cheney 
Nailers may be demonstrated in actual 
work to all your customers, right in 
your store, without any preparation or 4 
expense of any kind other than placing 
coo omew FF a Cheney Sales Maker demonstrator- 
display on your counter. Cheney Nail- 
ers give more profit to the dealer— 


ee Ae eh 


we 


more satisfaction to the buyer. 


, lode _ : 
Topas guvting favesite This is the tees st Cheney Sales 
for shallow and medium- a Maker  display-demonstrator 
deep wells is the new centrif- HY Shipped with a half dozen 
ugal jet pump. Profit from Rw Ka - ; sae 
this natural trend with the Dm Ss oe 
two fine F&W pumps pictured get a Cheney Sales Maker 
above. Advance - engineered working in your store—it will 
and streamline-designed, they're loaded with the kind of features sell a lot of hammers for you 
your customers want. Each is a compact, integrated ‘“‘package’’ unit 
with close-coupled pump and motor. 

Many moving parts have been eliminated for longer wear, trouble- 
freer service, noiseless operation. There’s not a single belt, nor gear, 
nor pulley in either pump. Controls are fully automatic, self-adjust- 
ing from pump suction and tank pressure. 

Write today for illustrated literature and detailed information 
about the complete F&W line. 


FLINT & WALLING MFG. CO., INC. HENRY CHENEY HAMMER CORP. d 


1088 OAK STREET, KENDALLVILLE, INDIANA Factory: Little Falls, N. Y 


OUR 75TH ANNIVERSARY YEAR Sales Office: 302 Broadway, New York 
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ADVANCES 


Wooden closet seats. 


Certain saws. 
Arsenate of lead. Calcium arsenate. 


Paris green. Some utility, tackle boxes. 

Saw sets, vises. Plumb bobs. Spun oakum. 
Certain calipers, dividers, belt punches. 

Axe, hammcr, hatchet, pick, sledge handles. 
Wrecking bars. One line steel tapes. Alarm tills. 
Jute packing. Some builders’ shelf hardware. 


Asbestos wicks. 
Certain axes. Brass faucets. 


Awning, hothouse and ceiling pulleys. 


Some rural mail boxes. 
One line auger bits. 


Harness chains. 


One line inlaid linoleum. Some grass catchers. 


Eaves trough, conductor and fittings. 
Playing cards. 
Building paper, felts, etc. 


Bright steel, brass wire goods. 
Some pap<r products. 


Auto tire chains. 


Some screens, screen doors, combination door items. 


Some builders’, shelf hardware. 
Certain antenna kits, accessories. 


Turpentine. 
Certain skates. 


Certain table tennis equipment. Trace chains. 


Oil stoves, ranges, ovens and wicks. 





Toilet seats—About mid-Sep- 
tember, all grades of wooden closet 
seats were advanced 5 cents each by 
leading makers. 

* * *. 


Compass, buck saws—One 
maker recently advanced compass saws 
and buck saws about 10 per cent. Hand 
saws were not affected. 

* * * 


Insecticides—One company re- 
cently advanced prices on arsenate of 
lead about 20 per cent, on calcium 
arsenate about 8 per cent and about 
4 per cent on Paris green. 


Tackle, utility boxes—<Ad- 
vances of from 18 to 40 per cent have 
been announced on one line of tackle 
and utility boxes. 

* > . 

Saw sets, vises and plumb 
bobs—As of Sept. 15, E. C. Stearns & 
Co. advanced prices 5 per cent on saw 
sets, saw vises and plumb bobs. 
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Calipers, etc.—One maker has 
advanced prices on calipers, dividers 
and belt punches ranging up to 10 per 


cent. 
ae a 


Axe, hammer handles—Effec- 
tive Sept. 8, one maker advanced prices 
approximately 5 per cent on its axe, 
hammer, hatchet, pick and sledge han- 


dles. 





ADVANCES 
EXPECTED 


Rubber soles, heels. 





Wrecking bars—Funk Forg- 
ing Co. recently advanced prices on 
wrecking bars about 25 per cent. 

* « * 

Steel tapes—Keuffel & Esser 
Mfg. Co. advanced prices 10 per cent, 
effective Sept. 8, on its Wyteface 
steel tapes. 





Spun oakum, jute packing— 
Spun oakum and jute packing have 
been advanced one-half of one cent by 
some makers. 


* * * 


Brass fast pin butts—Several 
makers advanced prices about 10 per 
cent earlier this month. 

a + cal 


Asbestos wicks—Several mak- 
ers have advanced asbestos wick prices 
on an average of about 10 per cent. 

* * * 


Spring door closers—Butterfly 
type spring door closer prices were ad- 
vanced about 15 per cent early in Octo- 
ber by one maker. 

+ * * 


Tinware, etc.—On Sept. 29, 
one company advised their trade of the 
discontinuance of some 30 items of tin- 
ware and baking ware, to conserve 
materials for the defense program. 


7 * * 


Rural mail boxes—Some man- 
ufacturers have advanced prices of rural 
mail boxes about 10 per cent. Others 
have had to withdraw from their pro- 
duction temporarily. 


* * * 


Galv. tubs and pails—Makers 
of galvanized tubs and pails are not 
generally accepting new orders, report- 
ing backlogs which will occupy them 
for many months. There is greater use 
of painted or enameled substitutes. 


* * * 


Axe prices—Effective Oct. 3, 
prices on men’s axes were raised $2 per 
dozen, and on boys’ handled axes $2.50 
per dozen by one maker. 





PRICES 
WITHDRAWN 
Some fishing lines. 


Some builders hardware. 
Some buildings paner, etc. 
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Brass faucets, etc.—All kinds 
of brass faucet prices have been ad- 
vanced about 1U per cent by some mak- 
ers. In some instances prices will be 
quoted only when delivery can be made. 

* oe x 

Auger bits—As of Aug. 30 one 
maker of auger bits advanced prices 
about 10 per cent. Nearly half of the 
cataloged numbers have been marked 


“substitute” with a similar number 
noted which can be substituted. 
oe * * 


Files — One manufacturer of 
files has announced that it has sim- 
plified its line of files as to sizes, shapes 
and types. Other file 


have indicated a similar procedure as 


manufacturers 


a matter of defense cooperation. 
* * *” 

Awning pulleys, ete.—Recent- 
ly awning pulleys were advanced 5 per 
cent by some makers. Similar advances 
were made on hothouse and ceiling pul- 
Deliveries are slow. 

ae ” a 
Alarm tills—One 
announced advances on its line of alarm 
tills, as of Oct. 1, advances ranging 


leys. 


maker has 


from 15 to 20 per cent. 

* x x 
Linoleum—One leading manu- 
facturer of floor coverings has advanced 
prices on inlaid linoleum 3 cents per 
yard, effective Oct. 1. The 
situation is having a somewhat seriovs 


rubber 


effect on the production and delivery 
of inlaid floor coverings. 
* *« * 

Grass catchers—Opening 1942 

prices announced by one of the larger 





States comprising regions in these charts: 


manufacturers of catchers show 
an advance of 20 per cent above last 
Only one grade of 
The prices are sub- 


withdrawal at any 


grass 


season’s figures. 
canvas is quoted. 
ject to change or 
time. 


* * a 


Sheet metal products—Sep- 
tember price lists of some makers of 
eaves trough, conductor and _ fittings 
show about 10 per cent mark-up over 
their corresponding Aug. 1 schedules, 
while no open prices are quoted by them 
at all on flat galvanized sheets, cor- 
rugated roofing and siding, etc., due to 
shortage of supplies. 


* at a 


etc.—A 


stoves, 


Oil stoves, wicks, 
leading manufacturer of oil 
ranges, ovens and wicks has announced 
new prices which show an average in- 
crease of about 5 per cent over its May 
quotations, not including the new 10 
per cent excise tax on all cooking 
guaranteed 

the event 


stoves. Prices are not 
against further change. In 
of new changes, orders will either be 
shipped at the latest prices, or may be 
cancelled at customer’s option. 


“ %% a 


Bright steel, brass wire 
goods—On Sept. 29 one company is- 
sued a new price list on bright steel 
and brass wire goods, with current ad- 
vances ranging up to 12% per cent. Due 
to the defense program the company is 
now simplifying lines. Cadmium plated 
screw eyes will be discontinued. Other 
which, when 


inventory is ex- 


items 


New England—(Conn., Maine, Mass., N. H., R. I., Vt.) 


Middle Atlantic—(N. J., N. Y., Pa.) 


East South Central—(Ala., Ky., Miss., Tenn.) 


West North Central—(lIowa, Kan., Minn., Mo., Neb., N. D., S. D.) 
South Atlantic—(Del., D. C., Fla., Ga., Md., N. C., S. C., Va., W. Va.) 


East South Central—(Ala, Ky., Miss., Tenn.) 


West South Central—(Ark., La., Okla., Texas.) 
Mountain—(Ariz., Colo., Idaho, Mont., Neb., N. M., Utah, Wyo.) 


Pacific—(Calif., Ore., Wash.) 
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Stop-hinge attached to spe- 
TY tena back frame 


with large head screws. (Will 


not break off.) 










Completely tenoned and — 

top frame. (No twist- 

ing or breaking apart.) _ 

einen 

d d 
Doweled legs chucked an 

glued into frame for rigid 

support. 


Handles moulded and 
smoothly sanded. 


Lid, celluloid covered and 
lapped and cemented. (No * 


chipping.) 































Fabric tightly shrunken to 
aaa We loose fitting 
sides-no unsightly bulges.) 












ly sanded. 
dainty garments.) 






All interior frame surfaces 
(No rough edges to catch on 










Specially prepared elastic paint finishes. (Pre- 
vents chipping and peeling.) 













GET THE EXTRA PROFIT 
FROM EXTRA SALES— 
ORDER WHITNEY NOW 








PRICED TO SELL 
FROM $2.95 


See Your Jobber or Write Direct 


 , elliy ls Dallas Beilin Bay” 
Whitnevuamecrs 


SAM FRANCISCO 666 LAKE SHORE DRIVE, CHICAGO 
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hausted, will be unavailable until the 
pressure on raw material is relieved, 
are: some numbers of bright and brass 
screw eyes, screw hooks, gate hooks 
and eyes, and brass shoulder hooks 
and cup hooks. 


Glass cooking ware—While 
the troublesome western borax strike 
has been settled, which has long been 
handicapping cooking glassware plants, 
it will take some time to clean up or- 
der backlogs. One company has ad- 
vised its customers that it will continue 
making shipments, as far as possible, of 
heat resistant glassware but is about 
100,000 to 125,000 pieces behind in pro- 
duction on ovenware. It has tem- 
porarily discontinued many numbers 
until able to catch up—probably not 
until early next year. 


Paper products—Under the 
impetus of the heavy defense demand, 
paper production has established a new 
third quarter record, with operations at 
105 per cent of six-day capacity at the 
end of September. Quotations in all 
branches are sharply higher. Effective 
Sept. 29, Scott Paper Co. adjusted 








Stock-sales ratios are percentages obtained by dividing the cost value of stocks by sales 


of an identical group of firms. 


prices on Scottissue products, with an 
increase averaging from 15 to 25 per 
cent. Some makers of wrapping paper 
and paper bags have put through new 
price increases Oct. 1, and have with- 
drawn other items (notably boxes) from 
upon advancing lumber and labor costs. 
sale. The whole container situation is 





Tou Heating— Fast S. elling— 
MIAMI ccecraic 


BATHROOM HEATER 


\ This electric room-heater 
& Moves the chill from the bathroom, 
dressing room or kitchen. 
; appreciated when the heating 
system is not in use. The motor- 
driven fan behind the heating 
element quickly distributes the 
heated air. The attractively de- 
signed grille, with its close spac- 
ing, makes it impossible to come 
\ in contact with the electrical or 
mechanical 













rapidly re- 


Especially 





ports. 
brilliant 








Miami Casinet Division o 


Framed 
chrome. Approved 
by the Fire Under- 
writers’ Laboratories. 
Heater capacity — 
1200 watts per hour. 
Furnished only for 
110-120 volts, 60-cycle 
alternating current. 


The warm air forced 
into the room by the 
motor - driven fan 
makes an excellent 
hair drying device 
' very much appreciat- 
ed by the ladies. The 
small motor which 
drives the fan offers 
no radio interference 
and requires no oil- 
ing. Write Dept. 
H.A. for catalog. 


THE PHILIP CAREY MFG. CO. 
MIDDLETOWN, OHIO 























becoming very acute, affecting all pro- 
ducers of packaged merchandise. 
* : * 


Building felts—Leading sell- 
ers of building paper, tarred felt, etc., 
have withdrawn prices, due to the un- 
settled rag and raw material markets. 
Since Sept. 19, one maker has been 
accepting orders for such products to 
be shipped at its convenience, and at 
prices in effect at time of shipment. 
On Sept. 25 some companies put through 
a mark-up on tarred and asphalt felts. 
This increase is 9 cents, making the 
cumulative mark-up 25 cents per roll. 
On 25-pound red rosin sheathing, one 
maker’s increase of 21 cents per roll 
makes a 25-cent per roll advance since 
June 2. Asbestos paper and mill board 
has been raised 25 cents per hundred 
pounds by some companies. 

. * . 


Screen doors and screens— 
One maker on Sept. 30 announced tem- 
porary opening prices on its line for 
the 1942 season. Sales will be subject 
to the company’s ability to secure mate- 
rials, and to make shipments by April 
1, 1942. Price increases, based chiefly 
upon advancing lumber and labor costs, 
have been cumulatively large. Moder- 
ate mark-ups in the fall of 1939 and 
1940 have been followed by two 194] 
increases which now approximate 13 to 
15 per cent over last season’s opening 
figures. Some combination door items 
are about 20 per cent higher than the 
company’s October, 1940, schedule. 

- *. 7 

Lumber in 1941—Trade esti- 
mates of lumber production for this 
year are put at more than 32,000,000, 
000 feet—greater than any year since 
1929. Army cantonment buildings, de- 
fense housing, and the expansion of 
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Collection percentages are obtained by dividing the collections on accounts during the 
month by accounts receivable outstanding at the beginning of that month for an identical 
group of firms. 


shipyards, aircraft facilities and freight 
cars, are accountable. In general, the 
industry has met all requirements with 
a minimum of shortages, though quick- 
delivery lumber is sometimes hard to 


get. 
. 7 7 


Builders’ and shelf hardware 
—Prices on some lines of spring hinges 
and butts were advanced 10 per cent 
on Sept. 15. This followed a similar 
mark-up of 10 per cent on July 15. 
Effective Sept. 26, builders’ shelf hard- 
ware prices (sash locks, lifts, etc.) were 
advanced from 5 to 10 per cent, by 
some makers. An advance of about 10 
per cent on No. 60 Sterling Casement 
window operators, and on some tran- 
som and storm sash adjusters, was re- 
cently announced. Jobbers have re- 
ceived notice of withdrawal of prices 
on builders’ hardware from one maker, 
effective Oct. 1. 


* * * 


Hack saw blades—As of Aug. 
20 Clemson Bros., Inc., Middletown, 
N. Y., hack saw blade and lawn mower 
manufacturers, issued Star Hack Saw 
National Emergency List, as requested 
by OPM. The list, covering hand and 
power blades, states that no tungsten 
high speed steel hand blades will be 
supplied after Jan. 1, 1942. It further 
says that “sizes shown on previous 
Standard List can only be furnished 
until present supplies of steel and goods 
in process are exhausted; none after 
Jan. 1, 1942.” 


Paints and Varnishes—Need- 
ed raw materials are becoming scarcer. 
It may be necessary to use substitutes 
in the manufacture of paint. Contain- 
ere also present a problem. One man- 
ufacturer has stated that supply and 
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over 1940 to date. Turpentine is high, 
and rather steadily advancing, standing 
on Oct. 2 at about 85 per cent increase 
over the year’s opening quotation. 





” * . 





Electrical lines — Effective 
Sept. 30, the list prices on TACO an- 
tenna kits and accessories were ad- 
vanced by the Technical Appliance 
Corp. The increase was attributed to 
rising prices of raw materials, in some 
cases as high as 100 per cent. Some 
makers of electrical porcelain have 
announced increases of 5 to 10 per 





cent. Lamp cord and household cord 
sets are very high compared with year- 
ago competitive levels, with manufac- 





turers still quoting subject to prices 
ruling at time of shipment. Shipments 
are insufficient and greatly delayed. 
Some makers are absorbing the excise 
tax on all their types of lamps, includ- 


s : ; . : : ing fluorescents and miniatures. 
operating difficulties bid fair to cut his 


production as much as 50 per cent. oe oo 
After a brief mid-September flurry, lin- 
seed oil prices are back to the steady 
level ruling since early August, but 
are 22 cents per gallon above the open- 
ing 1941 market. This year’s gain in 
consumption has been about a third 


Rubber goods—A special bul- 
letin from a rubber company issued 
Oct. 3, points out that all mechanical 
rubber goods products are taxable, on 
the new 10 per cent excise basis, if 





Offer your trade two Screw Plate lines—Genuine 
“Little Giants” with two-piece adjustable long life 
dies, the world’s best known and most popular line, 


and “O.K.” Jr.’s at popular prices for those who 
prefer round dies. 


Both are of known quality and are guaranteed by 


“G.T.D. Greenfield.” 


GREENFIELD TAP AND DIE CORPORATION 


GREENFIELD, MASSACHUSETTS 


Detroit Plant: 2102 West Fort St. 
Warehouses in New York, Chicago and Los Angeles 


In Canada: Greenfield Tap and Die Corporation of Canada, Ltd., 
Gait, Ontario 














DENISTON 
ROOFING 
NAILS 


Sell the nails your customers 
want — DENISTON TRIPLE 
LOCK LEAD SEAL DRIVE 
SCREW ROOFING NAILS. The 
lead under the head and down 
the shank plugs the hole around 
the nail with lead to form a 
weather-proof seal . . . the 
“bump” triple-locks nail, lead 
and sheet solidly together . . . 
the drive screw shank makes 
the nail turn and hold like a 
screw. Result: the roofing gives 
better service and lasts longer, 
your customers are satisfied, you 
get more business and make big- 
ger profits. Deniston Nails are 
made for all kinds of roofing. 
Available in various styles and 
lengths, in bright or galvanized 
finish or solid copper. Send for 
FREE Demonstrator blocks and 
samples of nails. 





The DENISTON Co. 


4856 South Western Avenue 
ILLINOIS 


SELL 


LANTERNS 








R.E.DIETZ COMPANY 


NEW YORK 


Output Ditribuua sir, tne Jounng trade Exclusively 
MAKERS OF LANTERNS FOR THE WORLD SINCE 1840 
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the crude rubber and 50 per cent of 
the reclaimed rubber combined, repre- 
sent the largest single component part 
of the product, by weight. The tax 
on taxable items will apply on all or- 
ders shipped and billed on and after 
Oct. 1, 1941, regardless of when order 
was placed. Under this ruling, leading 
tax exempt products include: fuel oil 
hose, garden hose, paint spray hose, 
radiator hose, in 3 ft. or longer lengths, 
vacuum cleaner hose, water suction 
hose, wire braided hose, Underwriter’s 
and woven fire and mill hose, not rub- 
ber covered, transmission belting, grain 
elevator belting with up to 1/32-inch 
covers, some conveyor belting, depend- 
ing upon cover thickness, asbestos sheet 
packing, red sheet packing, cloth in- 
verted packing, regular corrugated mat- 
ting, link mats. Possible advances in 
rubber soles and heels may take some 
of these items out of their present price 


classes. 


Sports supplies—With _ the 
new excise tax affecting practically all 
prices in this department, exceptionally 
heavy early ordering has been the rule 
in all quarters. Practically all manu- 
facturers of fishing lines have been 
forced to withdraw prices. It is doubt- 
ful whether the manufacturers will be 
able to issue new price sheets, until 
they have learned how much silk and 
nylon will be available. On Sept. 24, 
Joseph T. Wood Co. advanced the price 
of their roller skate outfits 74 per cent. 
Effective Oct. 1, one maker increased 
the price on its targets and traps 10 
per cent, to take care of the Federal 
excise tax. The 1941 revenue bill does 
NOT affect firearms and ammunition 
other than to continue the manufac- 
turers’ excise taxes which have ap- 
plied, for years, to these lines. Also 
effective Oct. 1, United States Playing 
Card Co. advanced prices moderately 
on its general line of cards. The new 
prices are subject to change without 
notice. Effective Sept. 15, P. Becker 
& Co. advanced prices on table tennis 
equipmest, ranging from 5 to 10 per 
cent. 


Chain prices—aA radically sim- 
plified variety of trace chains is being 
offered for the new season, with price 
advances ranging up to 25 per cent. 
The makers are accepting orders sub- 
ject to their ability to obtain materials. 
Eight-link chains only will be avail- 
able, with the new schedules of some 
makers based on 744-8-2 at 77% cents 
per pair. Effective about Sept. 25, lead- 
ing chain manufacturers issued new 
price lists covering welded, weldless 
and harness chains, with advances rang- 
ing from 5 to 16 per cent. Although 





effective Oct. 1, the excise tax rate on 
automobile tire chains increased to 5 
per cent instead of 2% per cent as 
heretofore. One company says that, 
just as it has been absorbing the 2! 
per cent tax, after Oct. 1, it will absorb 
the 5 per cent tax, without changing 
its published prices. Chain prices -re- 
main subject to change without notice, 
and all quotations are made, and orders 
accepted subject to federal regulations 
and government priorities. 


* * * 


Refrigerator sales — In the 
month of August, according to the Edi- 
son Electric Institute, New York City, 
270,543 domestic electric refrigerators 
were sold in this country, as compared 
with 206,418, during the same period 
of 1940. Sales for the first eight months 
of the year totaled 3,061,901 units, as 
against but 2,323,167 boxes during the 
first eight months of 1940. 


* « od 


Domestic electric ranges— 
During the month of August, 1941, ac- 
cording to the Edison Electric Institute, 
New York City, a total of 54,682 domes- 
tic electric ranges were sold. In the 
same month, last year, the total was 
31,515 ranges. A total of 515,796 units 
were sold during the first 8 months of 
1941, compared with a total of 310,196 
units in the same period of last year. 


* * x 


Steel production — Obstacles 
preventing the full use of many of the 
nation’s steel and metal-working plants 
this week overshadowed the very sub- 
stantial efforts being made to increase 
industrial capacity for national defense, 
reported The Iron Age in its Oct. 9 
issue. Many steel companies continue 
to remain on the ragged edge as far 
as scrap supplies are concerned. Should 
anything interfere with incoming ship- 
ments of scrap many steel units would 
be forced down immediately because 
of the decline, or, in some cases, dis- 
appearance of inventories. Since sev- 
eral steel plants were forced to curtail 
operations, due to lack of scrap and 
because of the Gary strike, the national 
rate of steel production dropped a half 
point to 98 per cent from 98.5 per cent 
last week. Pittsburgh district opera- 
tions rose one point to 100 per cent, 
and the Valleys (Youngstown) two 
points to 102 per cent. The Chicago 
rate declined eight points to 93 per 
cent. Meanwhile the volume of steel 
specifications in the past week has again 
turned upward and steel companies in 
some instances are booking orders for 
10 to 25 per cent more steel than they 
are producing or shipping. Conse- 
quently steel backlogs are again in- 
creasing, and in view of the obstacles to 
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higher production, are likely to remain 
at recerd levels for some time to come. 
* * . 

Industry nears peak—Pro- 
duction in mills and factories swinging 
more and more to armament work, still 
is being driven to or near the recent 
top records. The Associated Press in- 
dex of industrial activity (1929-30 = 
100) reached 138.2 per cent in the Sept. 
27 week, compared with 113.9 per cent 
a year previous. Freight carloadings 
for the same week—919,510 cars—were 
up 11.8 per cent over a year ago. Elec- 
tric power production for the week of 
Sept. 27 was the highest on record for 
the period, and the total was 14.8 per 
cent greater than produced in the same 
week last year. 

* * * 

The  pre-excise rush—The 
latest shopping days in September 
brought to retail stores everywhere, a 
public buying spree, to avoid the pay- 
ment, commencing this month, of the 
government’s new excise taxes upon a 
long list of commodities. Reports of 
late September volume from all parts 
of the country were strikingly similar. 
They spoke of stores “jammed to ca- 
pacity,” by crowds which normally are 
witnessed only in the closing stages of 
a holiday rush; and of dealers’ stocks 
being depleted even in lines not sub- 
ject to the new or higher “luxury” 
taxes. Dun & Bradstreet, Inc., in its 


weekly trade report, said the “wave of 
‘beat-the-tax’ buying” carried retail 
sales to Christmas levels, and that gains 
over a year ago ran from 23 to 33 per 
cent, “among the widest ever recorded.” 
Little resistance to rising prices was 
evident, they state, and that the trend 
toward purchasing of higher priced 
goods was quite pronounced, a definite 
sign of the shoppers’ increasing incomes. 
Sales of sporting goods, luggage, radios, 
phonographs, tires and tubes, refrigera- 
tors, washing machines, cameras, opti- 
cal goods, clocks, watches and jewelry 
jumped in some stores to four and five 
times the normal volume during Sep- 
tember. 
* * a 

All retailing active—In the 
first seven months of the year, according 
to the International Statistical Bureau, 
retail sales ran at an average of more 
than _ $4,000,000,000 monthly. The 
monthly average for the final five 
months, which includes the Christmas 
holiday season, is expected to top that 
total, bringing the total volume of 1941 
retail trade to between $50,000,000,000 
and $55,000,000,000. The record retail 
year to date was 1929, with a total vol- 
ume of $49,000,000,000. In 1929 the 
American per capita income was $565. 
This had decreased to $385 in 1935. The 
figure this year is expected to average 
considerably above $600 for each man, 
woman and child. 


The Fixing of 
Maximum Wages 


F the Administration really in- 

tends to control prices, why isn’t 
it trying to apply some of the lessons 
learned by two years of price fix- 
ing in Great Britain since the war 
began? 

Government control over there has 
failed, according to Wyn Williams, 
an Englishman, in the September 
Vation’s Business. The index of re- 
tail prices of the British Govern- 
ment’s Ministry of Labor showed a 
rise of 43 points during the first 20 
months of the present war, against 
35 to 40 points during an equal pe- 
riod at the beginning of the first 
World War, when government con- 
trol was not attempted. 

One of the reasons is that the Brit- 
ish set maximum prices only on cer- 
tain commodities or articles. Con- 
sumption always flowed over from 
controlled to uncontrolled goods. 
The Minister of Food found there is 
no such thing as a basic foodstuff. 
There are substitutes for everything 
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and when a substitute replaces a 
basic food of which there is a short- 
age the substitute itself soars in 
price until it is controlled. An un- 
controlled commodity entering di- 
rectly or indirectly into the manufac- 
turing cost of a product under 
control frequently necessitated an 
upward revision before the ink had 
time to dry on the order fixing a 
price ceiling. 

A still more important reason for 
the failure is that the British did not 
fix wages as well as prices. Wages 
enter importantly into the cost of 
nearly everything. Wages and prices 
each act to increase the other. The 
wages of coal miners, for instance. 
have been increased five times since 
the war started. Obviously that 
meant raising the maximums on 
coal. 

Price fixing is an instrument of 
totalitarian regimentation. If, under 
extraordinary circumstances, one 
class is regimented, others must be 
treated alike if it is to work. 


NEW? 
High-Carbon Solid 
Steel Rods 


Six Distinctive Numbers 
For 1942—By 


Featuring a New and 
Lighter Graduated 
Blade 


) Here’s a better bal- 
ance and_= greater 
snap than ever be- 
fore — features that 
will at once be appre- 
ciated by every 
sportsman. 


< Six new numbers, 
each with a _ blade 
that is carefully 
graduated in diame- 
ter, tapering down to 
a much lighter tip. 
More balance—more 
snap! 


Available with 

cork compositions or 

live rubber grip de- 

7 * tachable formed steel 
offset handles. 


The new Premax 
Fish Rod _ Bulletin 
lists these six NEW 
numbers, as well as 
eight other best sell- 
ers ranging in price 
from 35 cents to the 
combination Reelrod 
Kits at $4.00. 


Send for 
Premax Bulletin and 
Prices now 
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The Revival of Barber Shop 
Quartet Singing 


By SAUNDERS NORVELL 


Outlining the history and purposes 


of the Society for the Preservation 
and Encouragement of Barber Shop 


Quartet Singing in America 





HARDWARE QUARTET FORMED BY PHIL EMBURY 


Left to right: Ole B. Bergersen, HARDWARE AGE; Dwight Myers, 
Thermoid Rubber Co.; Ken C. Warner, HARDWARE AGE, and Mr. 
Embury. This quartet has for several years been getting together at 
the Hardware Golf Association meeting at Excelsior Springs, Mo., 


and at other hardware gatherings. 


This year, for the first time, this 


foursome had an official place on the Excelsior Springs entertainment 
program. Their past appearances had been unofficial and informal. 


HEN I went to the Stod- 
dard School, as a small 
boy in St. Louis, we were 


taught singing. Our singing 
teacher was named Blumiller. As 
we performed, he walked around 
and listened to each scholar sing. 
After leaning down and listening 
to me he said with brevity—“You 
can stop.” I never sang again. The 
chances are I never will sing. 

But strange to say, while I can- 
not whistle a tune straight or car- 
ry a tune and never could, I have 
always loved music. I have at- 
tended concerts and operas and 
have heard the greatest singers of 
our times. 

I must admit I detest modern 
jazz music. When I turn on the 
radio and hear it, I see red! From 
the first bar of Wagner’s “Tristran 
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and Isolde”, I lowed Wagner’s 
music. Just why I am allergic to 
certain kinds of music and am 
thrilled by other kinds I do not 
know. That must be a study in 
psychology. 

To me, music and poetry seem 
very near akin. They both appeal 
to the emotions. When stirring 
music is accompanied by beautiful 
poetry we have a touch of some- 
thing that has just escaped from 
heaven to this earth. My idea of 
an Eden is always associated with 
music. All of us, I am sure, asso- 
ciate our mothers and their songs. 
Unfortunate is the child whose 
mother knew no cradle songs. 

Sept. 13, 1941, was the 127th 
anniversary of the “Star Spangled 
Banner.” How many -Americans 
know how to sing this anthem? 


How many can repeat the words? 

On several occasions I have been 
deeply moved by singing. Just 
after the first World War I was 
the guest one night at the Horse 
Show in the diplomatic box of the 
late Warren Robbins of our Em- 
bassy in Berlin, Germany. There 
must have been 5000 in atten- 
dance. Suddenly Warren jerked 
me to my feet. This assemblage 
of Germans arose and were sing- 
ing the German national anthem. 
The song was deeply moving but 
never was a song so sadly sung. 
The defeat of Germany was so re- 
cent that the music and the words 
bared the broken hearts of the 
singers. 

I am not given to weeping, but 
I shall never forget one midnight 
during the first World War when 
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atone | leaned out of a window on 
Park Avenue in New York and 
wept. A regiment of our boys 
were being marched to ships to 
embark for France. In the dark- 
ness, in the stillness of the night, 
they came swinging down the 
broad avenue. As they marched 
they sang. Not loudly but in a 
deep rhythm in time with their 
marching feet. There were no 
drums, no fifes—just the deep, 
rich, humming tones of strong 
young manhood. That was stir- 
ring music! I could not hold back 
my tears—then I cursed deep and 
long. I cursed the idiots, the mad- 
men of any and all nations who 
made this human sacrifice possible 
on the earth. 

Again at 1034 Fifth Avenue, in 
the home of a friend, I saw the 
returning boys—now veterans— 
march up Fifth Avenue. Waving 
flags, bands, drums, music, they 
were a noble sight, trained as hard 
as steel. How proud we were of 
our boys. But in the rooms with 
us were other boys. Boys with 
crutches, bandaged boys. The bat- 
tle-scarred and the maimed. But 
these broken boys laughed, those 
who could cheered, and many of 
them sang “There’s a Long Long 
Trail A-Winding” and other well 
known soldier songs. They fol- 
lowed the bands as they played the 
well known melodies. Meanwhile 
they smoked cigarettes, ate choco- 
lates and ice cream and “kidded” 
each other. 

So always it is music and words 
and triumph and tragedy! 

Words are like music. Have you 
ever heard bugles in the out of 
doors? Have you heard the deep 
toned French horns? To me the 
bugle is always sad. When a poet 


wrote “The Grieving Bugles 
Sang,” he knew the music of 
bugles. } 


But why all this outpouring? 
The answer is—Phil Embury of 
Warsaw, N. Y. 

He’s in the hardware business. 
He is known to hardware men 
from one end of this country to 
the other. He’s president of The 
Embury Mfg. Co., makers of farm 
lanterns, also contractors’ lanterns 
and torches. His family have made 
lanterns in Warsaw for 30 years. 
He and his two brothers run this 
lantern show. 
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Phil went to Hamilton College. 
It’s a small college that produces 
big men. Elihu Root studied there 
and Alexander Woollcott is an- 
other. It specializes in quality— 
not quantity. A degree from Ham- 
ilton means something! 

Phil tells me before he settled 
down like Diogenes to carry a lan- 
tern hunting an honest man (with 
an order) he was a home office 
representative in the Group Divi- 
sion of Aetna Life. He said selling 
insurance was great training in 
salesmanship. He specialized in 
group insurance. 

But Warsaw is a small town. 
Here in big New York we have all 
forgotten how to amuse ourselves. 
Good story telling is a lost art. We 
can’t sing. We go to the movies or 
to a show and buy our amusement. 

But Phil met a few kindred 
spirits in Warsaw and they revived 
barber shop quartet singing. I had 
heard of this kind of singing being 
let loose on the country so I was 
curious to know about it. So I 
just pumped Phil dry on the sub- 
ject and so consequently the story 
of this movement and its organi- 
zation are told in a pamphlet en- 
titled “S. P. E. B. S. Q. S. A.” 
Send your request for it to Carroll 
P. Adams, National President, 50 
Fairwood Boulevard, Pleasant 
Ridge, Mich., or to Joe E. Stern, 
National Secretary-Treasurer, 200 
Temple Building, Kansas City. 
Mo., or to Phil Embury, National 
Vice-President, Warsaw, N. Y. 

Just for general information, ] 
quote from this pamphlet as fol- 
lows: 


“History 


“In the spring of 1938, while 
New Deal ideas were popping 
right and left at the capital, a 
modest tax attorney in Tulsa. 
Okla., named O. C. Cash, of no 
mean harmonic voice and per- 
sonality, revived an old idea to 
calm the jittery nerves of the 
American business men: The 
singing of old tuneful songs in 
‘barber-shop’ quartet harmony 
style. The revival spread like 
an epidemic. 

“Following business and civic 
meetings he would gather a 
quartet of congenial fellows who 
readily broke out into harmony 
singing, quickly drifting into 
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%& This brand new set consists of 
two sizes of cold chisels and three 
sizes of punches in the popular 
square design. They're made of high 
carbon forged tool steel for long, 
tough service. A wide range of sizes 


available in four desirable finishes. 


The container is all metal in red — 
handy for carrying tools and pre- 


venting loss. Mechanics go for it. 
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ACME CORRUGATED 
FASTENERS 






Just set this 
attractive, conven- 
ient 10c package of 

Acme Tack-Point Corrugated Fasteners on 
your counter. Then watch how fast those 
extra sales show up. 


You see, nearly every one who works 
with wood uses them—home owners—car- 
penters—cabinetmakers, etc. And first sales 
are invariably followed by repeat orders. 


Acme Tack-Point Fasteners assure ade- 
quate strength. They penetrate but do not 
crush the wood fibers. There are two types: 
parallel and divergent. If your jobber can't 
supply you, write us direct. 


Ask About the 100 Ib. Keg 





Acme Tack-Point Corrugated Fasteners are also 
stocked in 100 Ib. kegs a real profit item for 
bulk sales. There are also standard cartons of 
50, 500 and 1000; boxes of 100 fasteners, 10 
boxes to a carton. Also in boxes containing 50 
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Display cartons contain 12 such boxes. 
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‘barber-shop” swipes and slides. 
This welcome relaxation soon 
stirred such interest that a dozen 
fellows agreed to meet on April 
11, 1938, for refreshments and 
harmony singing. Three times 
that number came! 

“What this country needs is 
some good old-fashioned barber 
shop singing,’ declared Cash as 
the boys got going good, ‘and 
I propose that we organize a 
national society of this kind. If 
we're trying to get back to nor- 
malcy, let’s go all the way back 
to the days of handle-bar mus- 


taches, horse-hair sofas, and bi- 
cycles built for two.’ Every one 
there voiced approval and in 
this way harmony started the 
Society's life under the leader- 
ship of O. C. Cash. 

“When someone suggested 
that the noisy new baby should 
have a name, Cash again rose 
to the occasion: ‘Society for the 
Preservation and Encourage- 
ment of Barber Shop Quartet 
Singing in America’! The name 
was unanimously adopted. 

“Soon the Society was legally 
incorporated as a non-profit fra- 
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@ This strongly re- 
enforced corrugated 
board display and 
stock keeping carton 
comes complete with 
two dozen hammer and 
hatchet handles assort- 
ed in price to retail at 
10c to 25c each. Four 
handles always on dis- 
play—balance of stock protected against dirt. Uses 
only one-half square foot of space on counter or 
shelf. Display your stock, increase turnover and 
profits with this silent, no pay, super salesman. 
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FRANTZ MANUFACTURING CO. LOUISVILLE, KENTUCKY 


e 2 © . 
Sterling, Illinois im FOR OVER 80 YEARS— WORLD'S LARGEST HICKORY HANDLE MANUFACTURER 














Looking for a 
HARDWARE STORE? 


‘| HE place to find it is under the heading af Busi- 
ness Opportunities in the Classified Opportun- 
ities Section of the regular issues of Hardware Age: 


By watching the for-sale ads you'll be reasonably 
sure to secure a good paying business at a fair price 
or better still, let the trade know the kind of a store ° 
you are looking for. 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd Street, New York City 
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BELT LACING 





STEELGRIP-—the stronger belt lac- 
ing is easily applied to any type of 
flat belting with a hammer. Clinches 
smoothly, will not slip or pull out. 
Prevents frayed belt ends. 8 sizes in 
boxes, handy package or long lengths. 


Fig BELT HOOKS 





WIREGRIP — the belt hooks that 
are easier to handle, easier to use. 
Patented blue aligning card prevents 
waste, makes every hook usable. Per- 
fect alignment on every hook. Fit 
WIREGRIP or any other standard 
lacers. 


Write for catalog and circulars. 
ARMSTRONG-BRAY & CO. 


“The Belt Lacing People” 
5348 Northwest Highway, Chicago, U. S. A. 
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ternal order under the laws of 
the State of Oklahoma, and its 
official publications and em- 
blems were copyrighted under 
the federal laws. 

“Immediately requests to or- 
ganize new chapters in the sur- 
rounding territory began pour- 
ing in; travelers, thrilled by this 
form of self-expression, carried 
the Society’s story to all Amer- 
ica. Then the press carried it to 
every hamlet, every cross-roads 
corner in the land. Now, as a 
result of this wide, favorable 
publicity, chapters in all parts 
of our great nation are seeking 
membership; even from beyond 
our borders come these requests 
for membership. 

“At its first national conven- 
tion held in 1939, ‘Founder’ 
O. C. Cash was elected to the 
Society’s highest office, viz., 
‘Permanent Third Assistant 
Temporary Vice-Chairman.’ 
Through his inspiration, these 
organized ‘barber-shoppers’ meet 
to forget their worries, their 
differences, their inhibitions. 
Harmony prevails and all is in 
a-chord as the old-time Ameri- 
can spirit of democracy is re- 
vived. 


“Purposes 


“The purposes of our Society 
are embodied in its official 
name: ‘For the Preservation 
and Encouragement of Barber 
Shop Quartet Singing.’ To ac- 
complish these purposes re- 
quires harmony in more ways 
than one. Besides harmony in 
sound and song, the harmony 
of fellowship must prevail. In 
this way, our Society accom- 
plishes true democracy and 
spreads this sound principle 
which is the foundation of our 
great nation. 

“Every one knows what quar- 
tet singing is, but few are famil- 
iar with the intriguing style of 
barber shop quartet singing. 
And the dictionary is no help 
in defining it. Therefore, in 
order to know what we wish to 
preserve and encourage, some 
of the members of the Society 
offered their own definitions of 
this peculiarly American in- 
stinct, including this one: “The 


term “barber shop” denotes a 
flexible and spontaneous style 
of male quartet singing by ear 
in ‘close’ musical four-tone har- 
mony somewhat different from 
the conventional rhythms and 
harmonies used in published 

manuscripts, spiced with a 

sprinkling of ‘slides’ and 

‘swipes’ on the sustained tones 

in the melody.’ 

“This style of singing is easily 
recognized when demonstrated. 
The demonstration, however, re- 
quires a lot of originality and 
depends upon the aptitude of 
the individuals comprising the 
quartet unit. 

“To preserve this traditional 
instinct, our Society is planning 
to record by transcription and 
by manuscript the outstanding 
examples of this unique art 
when demonstrated by the con- 
testing quartets in the final con- 
test at each national conven- 
tion.” 

Mr. Embury had with him a 
large portfolio with newspaper 
editorials and clippings from all 
over the country. There were also 
profuse illustrations of the barber 
shop quartets. This portfolio 
would make most interesting read- 
ing but I have my usual space 
limit. 

There is just one word in con- 
clusion. I have touched upon this 
in the early part of this article. 
Quartet singers supply their own 
entertainment, not only to them- 
selves but to others. I can think 
of no better way to make and hold 
friends than in singing with them. 
Long life, usefulness and happi- 
ness to Mr. Embury and his sing- 
ing pals. 


Balm in Gilead 
ATIONAL defense sacrifices 


will have their compensations 
if war economies force us to dis- 
pense during the emergency with 

Convention dinners with tin horns 
and dunce hats for all the diners; 

Entertainment of customers from 
Pewterville who want to be taken to 
the newest burlesque; 

Surveys to discover whether or 
not consumers (with a little prompt- 
ing) prefer our goods to our com- 
petitors’, the results to be released 
if the showing is good enough; 

Contributions toward a folk the- 
ater for the refugees from Szechwan. 

—Nation’s Business 
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FrienilyOoorways by McKINNEY 


SELL QUALITY HARDWARE FOR YOU... 


A Friendly Doorway is the result of skillful blending 
of approach, landscaping, lighting and QUALITY 
HARDWARE of the right design. 

McKinney Forged Iron lends warmth and charm 
to every door and is adaptable to most homes in any 
price range. 

Show your customers McKinney Sample Boards— 
the easy way to increased sales es | profits. 




















































McKINNEY MANUFACTURING COMPANY °- PITTSBURGH, PA. 





OVER 75 YEARS DESIGNING AND MANUFACTURING GOOD HARDWARE 
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FOLLOW ME 
1 ROLL 
ON BALLS 






“A c y 


BALL BEARING 


CASTERS 











LD-FASHIONED casters belong to the horse and buggy days and 

are no longer used by people who take pride in their homes. Up-to- 
date casters are ‘‘Acme” Ball Bearing Casters which roll smoothly, 
quietly and easily in any direction. They protect floors, rugs, carpets 
and add a modern note to furniture. Sell your trade ‘‘Acmes’’. Double 
caster sales and profits. Just roll an ‘‘Aeme’’ along the counter or let 
the customer do it and the sale is made. 








THE SCHATZ MANUFACTURING CO. 


POUGHKEEPSIE, N. Y. 


Detroit Office: 2640 Book Tower @ Chicago Office: 902 S. Wabash Ave. 
Cleveland Office: 402 Swetland Building 
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most trappers 
want them! 





BLAKE &@ LAMB 
Steel Traps 


most jobbers 
stock them! 








THE HAWKINS COMPANY 
AMERICA'S OLDEST TRAP MANUFACTURERS 
Ter TH BRITAIN, CONNECTICUT 








A DISPLAY “NATURAL” 
FOR MORE SALES 














FEATURE IRON GLUE — in brilliant 
lithographed metal cans that are a stand- 
out on display—bearing the famous ele- 
phant trade-mark that is nationally ad- 
vertised to millions every month in Life, 
Collier’s and The Saturday Evening Post. 
Mends ’most anything—an elephant for 
strength. Ask your jobber about Iron Glue 
display helps. Or write today to: 
THE McCORMICK SALES CO. 
420 Light St., Baltimore, Md. 
In Canada address: 


McCormick & Co. (Canada) Ltd. 
Toronto, Ontario 







‘ ‘ ‘ 
AN ELEPHANT FOR STRENGTH 


Washington News Reel 


(Continued from page 26) 


has put its stamp of approval on 
government simplification efforts to 
eliminate unnecessary varieties of man- 
ufactured articles. Such efforts, the 
Committee says, helps to secure maxi- 
mum productive efficiency; ties up less 
capital in slow-moving stocks and 
simplifies inspection requirements for 
the manufacturer; increases turnover 
and permits greater concentration of 
sales efforts on fewer items for the job- 
ber, wholesaler and retailer; brings bet- 
ter values, better service in delivery and 
repairs for the consumer. 


x * * 
WITH THEIR EYES PEELED 


on waste paper accumulations in retail 
establishments, OPA officials urge 
abandonment of the “wasteful” prac- 
tice of burning waste paper. It’s all 
part of OPA efforts to push the coun- 
try-wide waste-paper collection cam- 
paign. OPA hints that it expects co- 
operation from retailers since “they 
are one of the large groups that will 
benefit from an increased supply of 
cartons and paper boxes.” 


x k * 


WAGE-HOUR ADMINISTRA- 
TOR Philip B. Fleming will accept 
from businessmen accounts of “any 
honest effort” to avoid purchase of ma- 
terials made in violation of the wage- 
hour law rather than bar their goods 
from interstate commerce as “hot 
goods” under the provisions of the law. 
Protective steps through which a com- 
pany can convince the administrator of 
its honest efforts include payment of a 
price for materials that make their pro- 
duction at the minimum wage possible; 
and keeping a reasonable check through 
supply contracts and ordinary trade 
contracts on the labor practices under 
which materials purchased are pro- 
duced. 

This is the gist of a statement on 
wage-hour enforcement policy in which 
General Fleming recalls that his agency 
has infrequently exercised its power to 
prevent shipment of stocks assembled 
from materials produced in violation ot 
the law. He warns, however, that 
where the wage underpayment is due 
to the low prices paid to suppliers for 
the goods, he will continue to invoke 
the section barring such goods from 
interstate commerce. 


x * * 
OPA’s CONSUMER DIVISION 


under Harriet Elliot, former dean of 
women at the University of North 
Carolina, has an _ all-out program 
planned for standardizing consumer 
goods, promoting bigger and _ better 
labeling of merchandise, and improving 
wrapping and packing methods. 


x «ek 
DONALD M. NELSON insists that 


standardization is not in the cards. Sim- 
plification is the word, he says, em- 


phasizing that there is a world of 
difference. 

For example, SPAB doesn’t propose 
to standardize styles, Mr. Nelson says. 
The Government doesn’t plan to tell 
the American people that they must 
sit in standardized chairs, wear stand- 
ardized shoes, listen to standardized 
radios and crawl into standardized beds 
at the end of a standardized day. 


x * * 
MR. NELSON REASONS along 


these lines—-every retailer knows that 
he does most of his business on a small 
part of his stock. If he could carry 
fewer styles and sizes—fewer styles of 
shoes, washing machines, fewer styles 
of overcoats and dresses—if the unde- 
sirables were culled and dropped 
wisely. Under such circumstances, he 
argues that consumers wouldn’t have 
to take much of a rap through simplifi- 


cation. 
* 2 2 


FOR MONTHS defense officials 
have been theorizing that consumers 
stand ready, willing and able to face 
greater pinches under the defense pro- 
gram if detailed reasons are given, 
background factors made know, and 
if they are familiarized with what is 
expected of them under the circum- 
stances. 

Assigned to the job is Mrs. May 
Thompson Evans, lecturer, college in- 
structor, and more recently assistant 
director of the women’s division of the 
Democratic National Committee. 


x & 2 


EARMARKED TO SELL CON- 
SUMERS on the necessity for every 
defense-prompted move likely to make 
life less easy for civilians, Mrs. Evans’ 
official title is chief of the consumers 
relations under Miss Elliot in OPA. 
Her job will include conditioning con- 
sumers for the squeeze period ahead, 
educating buyers in changing their pur- 
chasing and living habits, and feeling 
the public pulse, passing on to key 
OPA figures consumers reaction to the 
defense program and to defense-dic- 
tated policies adopted by the Adminis- 
tration. 

&-¢ @ 


GOOD RIGHT ARM of SPAB Ex- 
ecutive Director Donald M. Nelson is 
Albert J. Browning, who is credited 
with paring government costs and eas- 
ing the strain on civilian business when 
the Army was in the market last winter 
for shoes, clothing and other equipment. 
He was in part responsible for the gov- 
ernment’s off-season purchases of shoes, 
clothing and other equipment. 

Designated a special assistant to Mr. 
Nelson, Mr. Browning previously was 
deputy director of Mr. Nelson’s former 
division of purchases. He left OPM 
last spring to return to Chicago and 
the United Wall Paper Factories of 
which he is president. 


HARDWARE AGE 

















++ te eee te pe 


Oc 














ALLIGATOR 


EP 





STEEL BELT LACING 


FOR KEEPING 
UP YOUR STOCK 
these Economy 
Packages are 
packed 10 of a 
single size in 
corrugated ship- 
ping carton 
shown above. 


dising item. 


of lacing. 


THIS ECONOMY PACKAGE is a 
particularly attractive merchan- 
It avoids the neces- 
sity of breaking a standard box 
Contains one set of 
lacing complete with gauge and 
hinge pins for a 12” belt and the 
lacing can be broken to length 
for the narrower belts. 












FOUR SIZES IN 
ECONOMY ODIS- 
PLAY UNIT. For. 
quick over-the- 
counter sales 
use this Econ- 
omy Display 
Unit, containing 
3 packages 15E, 





























Lacing List Weight Belt 2 of 20E, 3 of 25E 
No. Per carton Per carton Thi and 2 of 27E. 
1SE $4.75 3.1 Ibs. a 
20E 5.00 4.1 Ibs. ho’ po Pigg NB ye 
25 25 4.9 lbs. Sig” es 
27E 6.65 5.8 Ibs. 4” to%e” | Unit, List....36.60 
35E 8.50 8.4 lbs. Sho" to Sha one aie 





All prices subject to discount 


FLEXIBLE STEEL LACING COMPANY 


4616 Lexington Street, Chicago, Illinois 


BELLEVUE 


“One of the Few 


Famous Hotels in 


AMERICA 


| 


+ + + + + + HF 


IN PHILADELPHIA 







OCTOBER 16, 


1941 


‘ 





... became famous 


AIR-CONDITIONED 


BELLEVUE-STRATEORD 


2 CLAUDE H. BENNETT 
t;) General Manager 


YOUR JOBBER 


through its unsur- 


passed facilities, its superb food, the 
unvarying graciousness of its service and 
its vigilant management. And you will 
also appreciate its reasonable rates. 


RESTAURANTS 








GENUINE EXTRA-HEAVY 


FLEX-O-GLASS 


1S THE FASTEST SELLING GLASS SUBSTITUTE 


© It Lets through more Ultra-Violet Rays than other Materials. 
® Most Highly approved in -Govt. Station Tests. 
® Itis Waterproof, Unbreakable, easily put on. 


















® It Retails for Low Price of Only 29¢ a sq. yd. | Guaranteed 
® It Gives More Lasting Satisfaction. Pa a 
® It ls Most Widely Advertised. 
F REE This Handy Dispenser NotSold 
With Each Roll and Display Order 


Gtwuing exTRa Heavy 








100 Square Moa of Order a 50 or 100 
— bin — d. Roll from your 
only $19.0 etateyentont 
It sells for 29¢ square 00 the FREE Dispenser 
Oe >* right with itto tie you 
00 in with ourBig Radio 
Programs and Farm 

50 PROF FIT - costyou only $9.50 Paper Ads. 








1104-6-8 N. Cicero Ave. 
CHICAGO, ILL. 


FLEX-O-GLASS MFG. C 














All Kinds 


OF PRECISION 
CALIBRATED 





@ HANGING DIAL 


Vendor's scales, Dairy scales, 
Heavy duty commercial, Cot- 
ton scales, Wareheuse to 600 
Ib., Crane scales to 10,000 Ib., 
Dynamometers. 












UTILITY SCALES >)xc 


Household, Weight-check- 
ers, Dietary, Baby, Postal. 


STRAIGHT SPRING 
capacities to 500 Ib. 
Wagon scales, Tubu- 


PLATFORM SCALES 


capacities to 500 Ib. 
Shipping room 
scales, Counter 
scales, Laundry 
scales, Market 
scales, Calculating 
scales. 


lar scales, lron-clads, 
Sports- 
men's, All-purpose. 


Ice scales, 





S 


ALSO — Scale Beams, Meat Beams, Baker's Dough Scales, Union Scales 


% SEE YOUR JOBBER * 
FOR SPECIAL SCALES OR CATALOG WRITE: 


JOHN CHATILLON & SONS 


89 CLIFF STREET ° NEW YORK, N. Y. 


ESTABLISHED 1835 














GAS WAU SHELVES 
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Profit Space /, : 











Stock the profitable, 
popular GKS Metal- 
craft line for in- 
creased sales. Dis- 
play it on unused 
wall space . . . on 
door frames ... on 
shelf supports . . . 
and watch it attract 
more customers to 
your store. It sells 
itself! 

A full line of GKS Decorative 
Metalcraft is available if you write. 


SSS SS SSBB BeBe eee ee eee 


GEORGE KOCH SONS, Inc 
EVANSVILLE, INDIANA 


: Gentlemen: How can | turn my wall space & 
’ into profit space with GKS Shelves? . 
7 ' 
§ Name 1 
' ' 
‘ ' 
& Address 1 
' ' 
ite ais . 
' a 
2 * 
' | 
' ‘ 
' 







No Better Gifts 
No Better Sales 


There are no better Christmas Gifts 
than SpeedWay Tools—for every man 
be he a full fledged craftsman, handy 
man or just a tinkerer, appreciates 
good tools, especially handy power 
tools—that he can “run.” SpeedWay 
Tools enjoy a universal market—for 
they are as practical for the small 
apartment dweller with a kitchen table 
shop as for the man with large base- 
ment full of heavy equipment. They 
are priced right for Gift sales, too. 


EACH SPEEDWAY 
TOOL SELLS 
ROUTER OTHERS 
™ FRAME 

45 












There’s more than 

the first profit in ev- 

; ery SpeedWay Sale... 

Each Hand Grinder DRILL 

sold opens the way STAND 

for repeating acces- $445 

sory sales. Each drill sold creates a live 

prospect for a Drill Stand, Bench 

Grinder, a Kit, and a Router Frame 

and opens the ways 

fer other profitable 
business 


Display. talk and sel! 

SpeedWay Tools. 
SPEEDWAY 
MFG. CO. 


1836 So. 52nd Ave. 
CICERO, ILL. 


100 





New Display Set-Up Gives 
Store Holiday Atmosphere 


(Continued from page 35) 





Displays of gift housewares are set up on 
many tables near the front of the store. 


about four feet apart down the en- 
tire length of the store. It certain- 
ly helped to give our store the holi- 
day atmosphere and the cost for 
doing this was most reasonable.” 
Windows also play as important a 
part in the holiday merchandising. 
Special Christmas backgrounds are 
used to secure attention and to 
provide a suitable setting for mer- 
chandise. Displays are changed 
every week during this period. 
Two distributions of a toy cata- 
log are made as a part of the 


’ 


Christmas advertising. The first is 
made right after Thanksgiving. 
The latter is made 10 days before 
Christmas and it is delivered house 
to house throughout the city and 
mailed to rural routes. A circular 
showing other gift suggestions 
offered by the store is included 
with the catalog last distributed. 

A lay-away plan is featured at 
the start of the holidays and as 
many as 1500 customers take ad- 
vantage of this convenient way to 
do their shopping. 





Customer’s Injury 


T’S true that, ordinarily, a mer- 
chant or other business man is 
liable for injuries resulting to cus- 
tomers from defects in goods, fix- 
tures or the business premises. But, 
as a Georgia court recently empha- 
sized, that is not so where the 
danger is as well known to the cus- 
tomer as it is to the business man. 
The Georgia case arose in a store 
selling women’s dresses, but the 
legal situation might arise in any 
kind of business. A woman custom- 
er tried on a dress which she knew 
was too small. A decoration was 
attached to the dress by a protrud- 
ing wire which injured the woman’s 
eye as she attempted to take off the 
dress. She did not ask the sales- 
lady, who was standing by, to assist 


her in any way or at any time. 

Ruling that the danger was as 
well known to the customer as it 
was to the merchant, the court said: 
“Our view of this case is that the 
customer’s injury was due to her 
own negligence. If she had exer- 
cised ordinary care she would not 
have attempted to remove the dress 
without assistance and in such a 
way as to cause the wire to come 
in contact with her face to the ex- 
tent that it injured her.” 

In brief, if a customer knows of 
a danger on the business premises 
and in spite of that knowledge negli- 
gently proceeds to deal with the 
dangerous item, the proprietor is 
not liable for any injury that may 
result. 
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IN THE FAST-SELLING IMPERIAL 
LAWN-EDGE TRIMMER 


Always in demand, this IMPERIAL Lawn-Edge Trimmer 
will prove a quick turn-over item in your store. Your cus- 
tomers will like the quick, easy way it trims straggling, - 
over-hanging grass along sidewalk edges — makes an 
ordinarily tough and tiresome job a matter of minutes. 


Order from your jobber now. And specify IMPERIAL on 
all your garden tool and harness hardware orders. 
IMPERIAL costs no more, and serves you better. 











Sure-fire sellers are Imperial's calf 
and cow weaners. All sizes — all 
styles—priced to please your cus- 
tomers and put extra profits in 
— pockets! Your jobber stocks 

em. 




















THERE’S PROFIT PLUS 








BOMMER 


HORIZONTAL SPRING PIVOT-HINGES 
ARE THE BEST 





TYPE 15 




















The Side Plates Are Reversible. Has Efficient Door 
Alignment, Adjustable Tension and Hold Open Feature 
at 90 Degrees. The Most Durable Spring Pivot of Its 


Type. 
Bommer Spring Hinge Co. 
Brooklyn, N. Y. 
Chicago Sales Office: No. 180 N. Wacker Drive 














DIAMOND 


Precision Tools 





Diamalloy Wrenches 


Made of special alloy steel.—Twice as 
strong yet a third thinner and lighter than 
standard pattern. Will fit in small places 
and withstand severest possible strain 
without damage. 

Furnished chrome nickel plated with 
sides of head buffed to a high, beautiful 
lustre. Handle has soft, velvety finish— 
pleasing to hold—not slippery. 











Diamalloy Heavy Duty Diagonal 

Cutting Pliers 
An extra-sturdy cutting tool of unusual 
strength. Cutting edges strong and sharp. 
Forged from tough Diamalloy steel. Will 
give long service on heavy-duty jobs. 
Every tool individually tested and in- 
spected. 


Diamond Calk Horseshoe Co. 
4612 Grand Ave., Duluth, Minn. 
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wrapped in 
cellophane 


<” Guaranteed by’ y 
Good Housekeeping 
Hoy, WOLTECTIVE OR ow 

45 aovennisto HS 









A Natural for CHRISTMAS Selling 


Here’s the perfect gift for any homemaker. This 
vivid package . . . deep blue, wrapped in cellophane, Proven 
decorated with red bow—includes the Foley Food 
Mill, a masher, ricer, strainer all in one . . Sellers 


the Foley rey (2-cup size) measures as It sifts 
into cup . .. the Foley Chopper with 3 knife-sharp FOOD MILL . .$1.25 


blades... the Foley Fork, makes baking easy. SIFTER 50 
through Bm * ay © Siar avie CHOPPER .. a Pe 59 
direct for free newspaper mats. FORK ....... 25 





FOLEY MFG. CO. jyitncapoiis, Minn. Regular Price. $2.59 


FOLEY GIFT SET SPECIAL at$ 290 





101 















































cA 

on 

se | OWNERS 
oo 

ae YOUR 
oe | CUSTOMERS 











Makes a heavy mastic or light waterproofing 
paint. With U-MIX-IT you sell putty knives, 
solvents, brushes, etc.—and it brings ‘em in. 
Only 25¢. Neat 5-color displays, 3-color 
package suggesting many household uses. 
Prices slightly higher West of Mississippi. 
Order from your jobber today. 
ALLIED ASPHALT & MINERAL CORP. 
217 BROADWAY NEW YORK 


Original 
q 


"NU-JAMB™ 


LAWSON — MILWAUKEE 
Double -Acting 


SPRING HINGES... 





FIRST in Popular Sale 
to BUILDERS... 


“NU JAMB’S” attractive BUTTON TIP design... 
Its proven strength, long wear, quiet, smooth opor- 
ation, always mean READY SALE to Builders and 
Architects. 

“NU JAMB"’ is easy to install. Requires NO 
HANGING STRIP. Offers more support to door 
jamb. Tension adjusted easily AFTER installation. 

*MILWAUKEE Hardware .. . 


POPULAR FOR OVER 40 YEARS 


MILWAUKEE STAMPING COMPANY 
816 SOUTH 72nd STREET 
WISCONSIN 


MILWAUKEE e 
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Long 


Flashing lights and a perplexed Santa attracted the passersby. Engir 


Santa Loses His Toys 


HIS is the title of the window 
display installed by two young 
ladies of the Carrizozo Hardware 
Co., Carrizozo, N. M., which proved 
to be quite a sensation in that city of 
approximately 1500 population. 
There were 72 white Christmas 
tree lights in front of the back- 
ground which flashed on and off 
simulating twinkling stars. The 
background of sky was made of 
blue cloth. The house-top was 
green before it was covered with 
snow and the gables were painted 
red. The entire floor of the window 
and the house top was covered with 
white sand procured’ from the 


Hanc 
thin 
zs 


“White Sand Beds” near Alamo- 
gordo, N. M., and represented snow 
in the display. Santa Claus was ap- 
proximately 4% ft. tall and was 
dressed in the well known red suit 
and black boots. The fluorescent 
lights of the window were covered 
with blue crepe paper to create the 
night atmosphere. 

Santa supposedly has walked the 
length of the window to reach the 
chimney of the house only to find as 
he prepares to descend that his sack 
has a hole in it and that he has 
scattered toys all along the way. 
Needless to say the expression on = 
his face is one of great surprise. 








“ELECTRIC MARCH OF TIME CLOCKS” 





Featured as “The Electric March of Time Clocks”, this novel dis- 
play of clocks helped call attention to the gift possibilities of the = 
line for Otto Herrmann, Inc., Glendale, N. Y., last Christmas. A 
built-up display was used for non-electric clocks. Unfinished 
bookcases decorated with doilies were at each end of the center. 
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Each CHORE GIRL SALE 








Only tool of its kind 
on the market. New, 
exclusive operating 
features. Accurate, 
versatile, popular. 
Priced to sell! 












15-inch JIG SAW 


Long a best-seller at popular prices. 
Engineered for accuracy, long-life. 
Handles light veneers, plastics, 
thin metals, and boards up to 
2" thick. 














This little abrasive 
cleaner is one of the 







most profitable repeat 

items in your store 
today. For once a woman has used The CHORE 
GIRL she’ll never use any other abrasive 
cleaner! Advertised consistently in national 
and farm magazines. 
e Order The CHORE GIRL from your jobber 
12-inch DRILL PRESS today. Two dozen packed in attractive counter 


a. value in the low-price field! Drills | display carton. 
o center of 1|2"' circle. 7 speeds. Handles all | ; 
drill press operations. Built for dependable ac- a I% METAL TEXTILE CORP. 
curacy and long life. Send for complete catalog. “ae 
| le 


sinwttate ps ORANGE, N. J. 
POWER KING TOOL CORP. 


1006 CLEVELAND ST. WARSAW, IND. 
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$0 Simple THAT 
goY CAN po ee 
REQUIRES 
NING 


ERRAND 
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"100% Efficient | 
at %4 of 1% added cost.” | 


When supplying the hardware for a new home, } 
point out to the builder and owner that for a mere 





Just out! The brand-new Wrico SIGN-MAKER 





one last word in simplicity . . . completeness 
addition of $20 (usually less than % of 1% of the . . . low cost! All in one handy, self-con- 
building cost) they can have Stanley Swing-Up Hard- tained unit to serve the basic sign require Contents 
ments of your store! The very latest develop- Wrico Brush-Pen 





ware equipment for the garage door. 
For him it means top-notch door operation for the 
life of the garage . . . for you it means an additional 





ment in famous Wrico lettering equipment, 





Chromium Plated 
Steel Guide 





used successfully in thousands of retail stores. 










| 
$20 sale. Stanley “Swing-Up” Hardware comes in one } Think of it! Absolutely no skill or training Holder 
: ass ; e | is now required to turn out signs equal to the Wrico Pyralin 
convenient, easy-to-handle package. Write for full de | work of a professional. Yet they cost less Alphabet Guide 
tails. The Stanley Works, New Britain, Connecticut. than half-a-cent apiece! Wrico Pyralin 





If your customer plans to keep bicycles, garden tools, hose, etc. 
in his garage urge him to make it large enough — about 
12’ x 24’ (single garage). 





Mail check or money-order today for immedi Number Guide 
ate shipment of your SIGN-MAKER. Or, if Jar of Wrico 


you prefer, send coupon for further details. Brush-Pen 
Black Ink 














e Ss TA NJ j = Y : Wood-Regan Instrument Co., 176 Franklin Ave., Nutley, N. J. 8 
| Please serd me, without obligation, further information about \] 
aoen ven . the new Wrico SIGN-MAKER. a 
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HARDWARE FOR CAREFREE DOORS 
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Chennese 


New products and new 
trade names are constantly 
being added to the listings 
for the. next Directory 
Number of HARDWARB 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 
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100 East 42d St, New York City 


© 














Priorities Procedure for 


the Hardware Dealer 


(Continued from page 25) 


Portland, Ore. 
J. Fred Berhesch, 
Bedell Building 


Houston, Tex. 
George L. Noble, Jr., 
Federal Reserve Bank Bldg. 


Jacksonville, Fla. 
George H. Andrews, 
Hildebrandt Bldg. 


Baltimore, Md. 
Theodore M. Chandlee, 
Baltimore Trust Bldg. 


Minneapolis, Minn. ws, 
Willard F. Kiesner, 
Rand Tower Bldg. 


Salt Lake City, Utah 
Ralph E. Bristol, 
Utah Oil Bldg. 


Buffalo, N. Y. 
Paul R. Smith, 
M. & T. Bank Bldg. 


Charlotte, N. C. 
J. E. MacDougall, 
Liberty Life Bldg. 


Richmond, Va. 
Fred P. Wilmer, 
Federal Reserve Bank Bldg. 


San Antonio, Tex. 
Carl L. Pool, 
415 W. French Place 




















“OK | ANSWERED YOUR QUESTIONS, NOW ASK ME A HARD ONE » 
LIKE —"“WHO RUNS THE BEST HARDWARE STORE IN TOWN? 
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FOR YOUR 
| CHRISTMAS STOCK 
, RUBBER TOYS 


BY BARR! 


* GAS INFLATED 
BALLS 


| * SPONGE BALLS 
j * JACKSTONE SETS 
* PADDLE BALLS 
* SPORTS TOYS 
* DOG PLAYTHINGS 


BARR Advertising Balloons 
imprinted with news about 
your Christmas merchandise 

Il! draw many new cus- 
tomers. 


Write Dept. L-10 for detailed 
information. 


BRANCH OFFICES 


NEW YORK 
507 5th Ave. Bldg. 


CHICAGO 
1423 Merchandise Mart 


UBBER PR 


O0UC 
ANDUSKY. OHIO. 


U 
I 
R 


MANUFACTURER 














By Popular Demand 


—at last a tool for 

removing any size 

screw - type covers 
and jar tops 


TOP-OFF 


JAR OPENER 


A kitchen tool that sells because it 
saves hands, time and tempers! 
Mechanically simple; self-adjusting, 
positive grip; nickeled parts; wood 
handle. Attractively displayed in 
illustrated sales jacket. New dis- 
play card in colors, now ready. 


Sells at sight. 
Order today. 








RETAIL 








Available through Hardware Jobbers 


}dlund COMPANY 


BURLINGTON, VERMONT 
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Always— 
the 


From forge to final finish, Russell Jennings Auger 
Bits are always under the eye of the expert. Diam- 
eters are individually “miked’”—so that the size on 
the tang means what it says. Screw points are hand- 
cut, clean and sharp. Lips and spurs are hand- 
sharpened. Finally, every bit is tried out by vigor- 
ous boring into a hickory plank! Such a bit makes 
friends as well as profits! Your jobber can supply 
you. 


® . The 
f cl@ gy RUSSELL JENNINGS 
MFG. CO., 


“AUGER BITS 


Chester, Conn. 








TODAY tue cat's For 
QUALITY 


People have the money—national in- 
come's above 1929. They know that 
what they buy today must last them 
for many tomorrows. Sell quality— 
they want it. 


ca’ 
WESTCO 10.65 


The finest household can opener ever made. Die Cast frame. 
Tool Steel cutting unit and coordinated drive wheel. Looks, 
feels, performs and lasts like the quality product it is. Indi- 
vidually packaged. Retails $1.50. 

Order today from your Distributor or Direct. 


THE TURNER & SEYMOUR MFG. CO. 


Makers of Famous Blue Line Kitchen Tools 
194 Lawton St. TS] Torrington, Conn. 


wer0e 
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The Masters 


““HANDI-CART”’ 


The Successor to the Wheelborrow 
Is a Great 


CHRISTMAS SELLER 


Last year proved it long 
before Christmas Day this pop- 
ular ‘“‘Successor to the Wheel 
barrow’’ was hard to find in 
any dealer's stock . . but this 
year profit-wise dealers will 
flock to this quick selling item 
that’s a positive wow for 
Christmas profits. 





U.S. PAT. 2,249,019. .7-15-41. 
Made in 2 Sizes 
2'/2 and 3% cu. ft. 
To 
RETAIL FOR 


$525 and $725 





F.0.B. BENTON HARBOR 





If you want ‘‘tops’’ in Handi-Cart profits, 
make sure you order and get Masters’ 
*‘Handi-Cart’’, the original, genuine product 
It’s the only item in its field on which you 
can stake your reputation for «quality ma 
terials and real craftsmanship. 

Every sale makes you a generous profit plus 
a satisfied customer you can’t ask for 
more! So get your order in Today and cash 
in on the extra Christmas profits that are 
80 easy to take. 


Jobbers & Dealers Wanted. 
Masters ‘‘Handi-Cart’’ offers a most attractive prop- 
osition for the progressive jobber and dealer 


Profit margins are generous. Write or wire for de 
scription and discounts 


MASTERS PLANTER CO. 
Deptj 33, Masters Bidg., Benton Harbor, Mich. 





3 10¢ 
Sizes Cards 
7 25c 
101 Boxes 
Uses or Bulk 





THEY PULL—CLINCH—HOLD 


The eutstanding fastener fer making, repairing 
sereens, gardes turniture, frames, ete. 


Ask Your Jobber 


SUPERIOR FASTENER CORPORATION 
5224 N. Clark St. Chicago, i! 














The original rotary Corn 


E-Z CORN POPPERS 


Poppers. They use less 
heat and do not burn the 4 
corn. Stove type or 
electric. 

OverA 

MILLION 


Have Been Sold 


Pistol blue steel, or bril- 
Hiant nickel finish. 
your Jobber. = 


0. $. Keene Machine Co., - Elkhart, Ind. 










Ask *‘ 

















You'll find REAL 


Sales Representatives 


advertising in the 
Sales Accounts Wanted 
Columns 

















| 
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Ace Stores convention and exhibit 
Jan. 19-21, 1942, at the Hotel Sherman, 
Chicago, IIL. 

American Hardware Manufactur- 
ers’ Association, meeting jointly with 
the Southern Hardware Jobbers’ Asso- 
ciation, April 20-23, at the Hotel 
Roosevelt, New Orleans, La. Charles 
F. Rockwell, 342 Madison Ave., New 
York City, is secretary of the manu- 
facturers’ association, and T. W. Mce- 
Allister, 1020 Grant Bldg., Atlanta, Ga., 
is secretary of the jobbers’ association. 

American Toy Fair, March 9-21, 
1942, at 200 Fifth Ave., 1107 Broadway 
and other permanent show rooms in 
New York City; also at the Hotel Me- 
Alpin, New York City. Horatio D. 
Clark, Toy Manufacturers of the 
U.S.A., Inc., 200 Fifth Ave., New York 
City, is manager. 

Arkansas Retail Hardware Assn., 
convention and exhibit, Feb. 9-1], 
1942, at Little Rock. Sessions and ex- 
hibit at Marion Hotel. George L. 
Turner, 322 Markham St., Little Rock, 
secretary. 

California Retail Hardware Assn. 
convention, Feb. 17-19, 1942, at the 
Western Merchandise Mart, San Fran- 
ciseo, Calif. LeRoy Smith, 417 Market 
St., San Francisco, is manager. 

Housewares and Major Appliance 
Exhibit sponsored by the Housewares 
Manufacturers’ Association, Inc., 628 
Palmer House, Chicago, to be held at 


the Palmer House, beginning on or 
about Jan. 4. , 

Illinois Retail Hardware  Assn.., 
convention and exhibit, Feb. 17-19 at 
Peoria, Hl. Sessions and exhibit at 
Pere Marquette Hotel. C. C. Gilbert, 


1155 Merchandise 
secretary. 

Indiana Retail Hardware Assn., con- 
vention and exhibit, Jan. 27-30, at In- 
dianapolis, Ind. Sessions and exhibit at 
Murat Temple. G. F. Sheely, 333 N. 


St., Indianapolis, secre- 


Mart, 


Chicago, 


Pennsylvania 
tary. 

Iowa Retail Hardware Assn., conven- 
tion and exhibit, Feb. 10-13 at Des 
Moines. Sessions at Hotel Savery; ex- 
hibits at Coliseum. Philip R. Jacobson, 
Mason City, secretary. 

Kentucky Hardware and Implement 
Assn., convention and exhibit, Jan. 13-15, 
at Louisville. Sessions and exhibit at 
Kentucky Hotel. J. M. Stone, Room 
315, Kentucky Hotel, Louisville, secre- 
tary. 

Michigan Retail Hardware Assn., 
convention and exhibit, Feb. 3-6 at De- 

























































Coming Conventions 
and Events 


Corrected each issue 
according to latest data 


troit. Sessions at Statler Hotel; exhibit 
at Convention Hall. H. A. Daschner, 
1112 Olds Tower Bldg., Lansing, secre- 
tary. 

Minnesota Retail Hardware Assn., 
convention and exhibit, Jan. 13-16 at 
Minneapolis. Sessions and exhibit at 
Auditorium. C. J. Christopher, Nicollet 
at 24th St., Minneapolis, secretary. 


Missouri Retail Hardware Assn., 
convention and exhibit, Feb. 24-26, at 
St. Louis. Sessions and exhibit Mu- 
nicipal Auditorium. Louis C. Kreh, 323- 
324 Wainwright Bldg., St. Louis, secre- 
tary. 


Montana Implement and Hardware 
Assn., convention and exhibit, Oct. 24- 
25, at Butte. Sessions and exhibit at 
Finler Hotel. G. M. Wall, P. O. Box 
216, Helena, acting secretary. 


National Hardware Week, April 
16-25, 1942. 


Nebraska Retail Hardware Assn., 
convention and exhibit, Feb. 4-6, at 
Omaha. Place of sessions and exhibit 
not yet decided. Edward C. Herman- 


‘ son, 325 Insurance Bldg., Lincoln, sec- 


retary. 
North Dakota Retail Hardware 
Assn., convention and exhibit, Feb. 


24-26 at Fargo. Sessions at Hotel Gard- 
ner; exhibit at Auditorium. Miss Louise 
J. Thompson, 21 Clifford Bldg., Grand 


Forks, secretary. 


Ohio Hardware Assn., convention 
and exhibit, Feb. 17-20 at Columbus. 
Sessions at the Deshler-Wallick Hotel: 
exhibit at the Auditorium. John B. 
Conklin, 175 S. High St., Columbus, 
secretary. 


Oklahoma Hardware and Implement 
Assn., convention and exhibit, Feb. 3-5 
at Oklahoma City. Sessions and ex- 
hibit at Municipal Auditorium. Charles 
F. Nelson, 411 Key Bldg., Oklahoma 


City, secretary. 


Panhandle Hardware & Imp. Assn., 
annual convention and exhibit, Jan. 
25-26, 1942, at Amarillo, Tex. Sessions 
and exhibit at Herring Hotel. C. L. 
Thompson, Canyon, Tex., is manager. 


Pennsylvania and Atlantic Sea- 
board Hardware Assn., convention and 
exhibit, Feb. 10-13 at Baltimore, Md. 
Sessions and exhibit at Lord Baltimore 
Hotel. W. Glenn Pearce, 400 N. Broad 
St., Philadelphia, Pa., secretary. 


South Dakota Retail Hardware As- 
sociation, convention and exhibit, Jan. 
27-29 in Sioux Falls. Sessions and ex- 
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SO DEPENDABLE appetite 


According to impartial survey, 7700 
dealers operate Sander Rental Services 
with a conservatively estimated income 
per year of $450 from sander and edger 
rentals, plus $162 clear profit from re- 
lated sales. $612 per year from an ini- 
tial investment of approximately 

half that amount. 


Can you afford to ignore that 
kind of money? Write TODAY, 
for our SURE-FIRE rental plan and 
details of the machines which long 
experience has 
proved most 
| profitable for 
| rental service 
—made by 
the origina- 
tors of sander 
rental service. 
| Drop us a line 


4. 


VA 























































DREADNAUGHT 
SPEED EDGER 


Ideal running 
mate for the 
Dreadnaught 
Quality 8 
Sander. 
Investigate! 


| right NOW. 
MADE IN U.S.A. BY There's no ob- 
THE WM. SCHOLLHORN CO. ff | ligation. 


NEW HAVEN, CONN, 


CLARKE SANDING MACHINE CO. 


DEPT.HA240,MUSKEGON, MICH. 


THE FORSTNER AUGER BIT 


The amazing versatility of the Forstner Auger Bit will immediately 
make a hit with all your customers who work with wood. Because 
the entire cutting surface works all the time, this tool bores a per - 
fectly smooth - walled, flat - bottomed hole. And because the Forstner 
is guided by its circular rim instead of a center spur it is especially 
suitable for cutting through hard, knotty or irregular grained woods 
and for boring at any angle. Wood - workers use this tool for dozens 
of jobs — such as mortising, scalloping, scroll work and pattern 
making — commonly done with chisel, gouge, scroll saw or lathe. 




















Superior in value to many knives selling 
for much more. High carbon steel blade 
holds keen cutting edge well. Blade 
operates with one hand and locks safely 
in any one of four lengths, making it an 
ideal knife for home, school, shop or 
hobby work. Unbreakable plastic han- 
dle is available in a wide range of lus- 
trous colors. Retails for $0.50, $0.75 and 





Made of fine, tempered tool steel. Operate freely without clogging. 
Available with machine or hand brace shanks in the following sizes : 
For machine use, 4“ to 112” by sixteenths; 1%“ 


$1.00. Send for trial dozen in display box ” by ej eaten ie” 4" by six- 
3 at full discount. mail naliteaeme i ie ans ott iy’ 17 fides 
LOCKING Dept. HA-3 each. Order through your jobber. 
POSITIONS ACRAN? 
* / ) 
Opens with GITS Noldin: Corp taleont . PROGRESSIVE MEG. CO 
one hand. eo ee, Juvnom srmes reermtinGtéreg@«.-€OEH NSEC Tt eee 
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PRIEST'S CLIPPERS 


A Complete 
Line— 


Ask 
Your Jobber 
75 Years’ Reputation in the Trade 


AMERICAN EMER MFG. co. 


<cOBURS 


DOOR 
HANGERS 


Dependable Since 1888 


COBURN TROLLEY TRACK CO. 
4110 Harding St., Holyoke, Mass. 

















eeant 


NEW STREAMLINE 
SUPER VALUE 
NAIL CLIPPER 


New member of Gem ct 
Nail Clipper family. 
Hardened jaws, nail 

file, cleaner. Heavily 

nickeled. Doz. on colorful card 
at jobbers’. Send for details. 
THE H. C. COOK CO. 
27 Beaver St., Ansonia, Cona, 


KEY BLANKS 


OF EVERY DESCRIPTION 











Catalogue on Request 


GRAHAM MFG. CO. 


Dept. W. 
Derby, Conn., U. S. A. 


Gibson Good Tools 


Gibson 

Gripper Clipe, I 
ible steel, nickel 
plated. Small size 
hold kitchen uten- 
sils, tools, golf 
clubs, canes, etc. 
Large size brooms, 
mops, garden tools, 
ete. Retail 10¢ ea. 
on beautiful disp. 
cards. Also Robert- 
son ‘‘Horseshoe 
Magnet’’ Hammers 


e GIBSON GOOD TOOLS, INC. 
Box 268 Orange, Mass., U.S.A. 


GUNSHINE- 


yrench 


PN, 




















MADE IN U.S A 


ASK YOUR JQBB8&8R 
POR GUR EXTRA VALUES 
SGweo PIECE CHAMOIS 


HOYT & WORTHEN TANNING CORP 
HAVERHILL MASS 
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hibit at Coliseum. LEarl Erlandson, 
Cottonwood, manager-treasurer. 


Southern California Retail Hard- 
ware Assn. convention and exhibit, Feb. 
23-25 at Long Beach, Calif. Sessions 
and exhibit at Municipal Auditorium. 
J. V. Guilfoyle, 509 Rives Strong Bldg., 
Los Angeles, secretary. 


Southern Hardware Jobbers’ As- 
sociation, meeting jointly with the 
American Hardware Manufacturers’ As- 
sociation, April 20-23, at the Ho- 
tel Roosevelt, New Orleans, La. T. W. 
McAllister, 1020 Grant Bldg., Atlanta, 
Ga., is secretary of the jobbers’ asso- 
ciation, and Charles F. Rockwell, 342 
Madison Ave., New York City, is secre- 
tary of the manufacturers’ association. 


Texas Hardware and Implement 
Assn., convention and exhibit, Jan. 20- 
22 at San Antonio. Sessions and ex- 
hibit at Municipal Auditorium. J. D. 





Martin, Jr., P. O. Box 1193, Bryan, 
secretary. 

Virginia Retail Hardware Assn., 
convention, Feb. 2425 at Richmond. 
Sessions at the John Marshall Hotel. 
G. T. Omohundro, Jr., Scottsville, sec- 
retary. 

Western Retail Implement & Hard- 
ware Assn., convention and exhibit, 
Jan. 20-22 at Kansas City. Sessions and 
exhibit at Municipal Auditorium. Frank 
H. Spink, 322 Scarritt Bidg., Kansas 
City, secretary. 

West Virginia Retail Hardware 
Assn., convention at Clarksburg, some 
time in February. Sessions at Waldo 
Hote!. H. B. Clower, Oak Hill, sec- 
retary. 

Wisconsin Retail Hardware Assn., 
convention and exhibit, Feb. 3-6 at 
Milwaukee. Sessions and exhibit at 
Auditorium. H. A. Lewis, Stevens Point, 
executive secretary. 





STATEMENT OF THE OWNERSHIP, MANAGEMENT, CIRCULATION, ETC., 
REQUIRED BY THE ACTS OF CONGRESS QF AUGUST 24, 1912, 
AND MARCH 3, 1933 


OF HARDWARE AGE, published bi- 
weekly at Philadelphia, Pa., for 
October 1, 1941. 

State of New York, County of New 
York, ss. 

Before me, a Notary Public in and 
for the State and county aforesaid, 
personally appeared George H. Grif- 
fiths, who, having been duly sworn 
according to law, deposes and says 
that he is the President of HARD- 
WARE AGE and that the following is, 
to the best of his knowledge and be- 
lief, a true statement of the owner- 
ship, management (and if a daily 
paper, the circulation), etc., of the 
aforesaid publication for the date 
shown in the above caption, required 
by the Act of August 24, 1912, as 
amended by the Act of March 3, 1933, 
embodied in section 537, Postal Laws 
and Regulations, printed on the re- 
verse of this form, to wit: 

1. That the names and addresses of 
the publisher, editor, managing editor, 
and business managers are: Publisher, 
Chilton Company, Inc., 100 East 42nd 
Street, New York, N. Y.; Editor, 
Chas. J. Heale, 100 E. 42nd Street, 
New York, N. Y.; Managing Editor, 
aene: Business Manager, George H. 
Griffiths, 100 E. 42nd Street, New 
York, N. Y. 

2. That the owner is: (If owned 
by a corporation, its name and address 
must be stated and also immediately 
thereunder the names and addresses 
of stockholders owning or holding one 
per cent or more of total amount of 
stock. If not owned by a corporation, 
the names and addresses of the in- 
dividual owners must be given. If 
owned by a firm, company, or other 
unincorporated concern, its name and 
address, as well as those of each in- 
dividual member, must be given.) 

Chilton Company, Inc.: C. A. Mus- 
selman, 260 Sycamore Ave., Merion 
Station, Pa.; J. S. Hildreth, 63 Over- 
hill Rd., Bala-Cynwyd, Pa.: G. H. 
Griffiths, 165 Montclair Ave., Mont- 
clair, N. J.; Charlotte M. Terhune, 
160 E. 48th St.. New York, N. 
John Blair Moffett, Fishers Rd., Bryn 
Mawr, Pa.; C. S. Baur, 69-11 Yellow- 
stone Blvd., Forest Hills, N. Y.; H. 
Van Deventer, 12 Phillipse = 
Yonkers, N. Y.: P. M. Fahrendorf, 19 
Tunstall Rd., Scarsdale, N. Y.; Mary 
M. Acton, 260 Sycamore Ave., Merion 
Station, Pa.; Mabel M. Musselman, 
260 Svcamore Ave., Merion Station, 
Pa.; Dorothy S. Johnson, 1327 N. 
Greenway Drive, Coral Gables, Fla. ; 
Anne §E. Tomlinson, c/o Bankers 
Trust Company, P. O. Box 704 Church 
Street Annex, New York, WN. Y.: 
Ethel G. Breen, Trustee u/w of 
Charles W. Anderson, 51 Bast 42nd 


St., New York, N. Y.—Beneficiaries: 
Robert C. Anderson, Percival E. An- 
derson, Charles W. Anderson, Jr., 
Annie L. Clark; John Blair Moffett, 
1608 Walnut Street, Philadelphia, Pa. 
—Agent for J. Howard Pew, J. N. 
Pew, Jr., Mable P. Myrin, Mary Ethel 
Pew; Elizabeth J. Bailey and Bllwood 
B Chapman, Trustees Estate of 
James Artman, Deceased, 930 Real 
Estate Trust Building, Philadelphia, 
Pa.—Beneficiaries: Frankl Artman, 
Vera Watters, Alvin c Artman, 
Elizabeth J. Artman, Marion A. 
Pratt, George H. Pratt, by assign- 
ment, Edwin Moll, by assignment; 
Bankers Trust Co., and Wilfred T. 
Pratt as Trustees u/w of Eugene Sly 
F. B. O. Beulah B. Sly, P. O. Box 
+ a City Hall Station, New York, 


3. That the known bondholders, 
mortgagees, and other security hold- 
ers owning or holding 1 per cent or 
more of total amount of bonds, mart- 
gages, or other securities are: (if 
there are none, so state.) None. 

That the two paragraphs next 
above, giving the names of the owners, 
stockholders, and security holders, 
any, contain not only the list of stock- 
holders and security holders as they 
appear on the books of the company 
but also, in cases where the stock- 
holder or security holder appears 
upon the books of the company as 
trustee or in any other fiduciary rela- 
tion, the name of the person or cor- 
poration for whom such trustee is 
acting, is given; also that the said 
two paragraphs contain statements 
embracing affiant’s full knowledge and 
belief as to the circumstances and con- 
ditions under which stockholders and 
security holders who do not appear 
upon the books of the company as 
trustees, hold stock and securities in 
a capacity other than that of a bona 
fide owner; and this affiant has no 
reason to believe that any other per- 
son, association, or corporation has 
any interest direct or indtrect in the 
said stock, bonds, or other securities 
than as stated by him. 

5. That the average number of 
copies of each issue of this publica- 
tion sold or distributed, through the 
mails or otherwise, to paid subscribers 
during the twelve months preceding 
the date shown above is (This in- 
formation is required from daily pub- 
lication only.) 

GEORGE H. GRIFFITHS, 
President. 

Sworn to and subscribed before me 

this 30th day of September, 1941. 
Mae A. Gatzenmater. 

My commission expires March 30, 

1942. 
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CAN OPENER 








Order No. 160-BC. Vaughan’s Improved CAN OPENER 


COMBINATION ... BOTTLE OPENER .. . CORK 
SCREW ... AND A NEW OPENER FOR ALL CANNED 
LIQUIDS! The only complete Can Opener Combination on 
the market, at a popular price. Packed on individual display 
ecards. One dozen to the box. A fine seller. Send for prices. 


Vaughan's 
SAFETY ROLL JR. 
CAN OPENER 


No. 170-W. The only can opener 
that cuts the top out of 
SQUARE, round, or oval cans 
and leaves a safety rolled edge. 
Best seller. More than fifty mil- 
lion sold. Individually packed 
on three-color display card. Two 
dozen to the box. Order now. 


VAUGHAN NOVELTY MFG. CO. INC. 
3211-25 CARROLL AVE. CHICAGO, ILL. 








and you offer 
the finest! 


ee. 
“ 


Master Jock Company 
Works Fadlock Manupgucturers 


MILWAUKEE. WIS..U.S.A. 


My 


BISMARCK HOTEL 






















YOU'LL LIKE 
THE BISMARCK 


It's not an overcrowded convention hotel 
.. it's not a salesman’s showroom. . 
it's just a congenial, convenient place to 
stay in Chicago and meet your friends 
undisturbed. You'll like the good 
food in the Walnut Room and the 
five other delightful dining rooms. 
Then, too, the Bismarck is so handy 
to everything in the loop. 
OTTO K. EITEL, MNG. DIR. 














RANDOLPH at LASALLE 
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AKRON FEATURE APPLIANCES 





Ready Now for Immediate Delivery! 


Proven Instant Sales Attraction 
A truly convenient and different table 
appliance—immediate appeal on dis- 
play. Bakes tempting muffins, bis- 
cuits, etc., perfectly every time. Even 
heat distribution is obtained in both 
top and bot- 
tom cups. 












Popularly 
priced — re- 
tails at $7.95. 






finish. Natural 
finish decorative 
wood handles. 






Exceptional 
Value for its 
large size & efficiency 


Almost a necessity today for every busy 
home is a handy griddle. The “Akron” 
provides an extra size cooking area— 
fast heating unit—attractive appearance. 
Quick sell-outs at $7.50 on your appli- 
ance counter. 





Griddle—9°’ diameter cooking 
surface. Chrome finish with 
wood handles. 





Engineered Electrical 
Cooking Equipment and 
Appliances 























Put ’em up front NOW 
Sales of 


Hoppe’s No. 9 — Hoppe’s Patches — 


This is The Hoppe Season. 


Hoppe’s Lubricating Oil—and Hoppe’s 
Gun Grease—are at their peak. It’s 


your season too—for profits—so 


Don’t Miss the Demand 
If your stock is low get it replenished— 
NOW —from your jobber—and write us 
about our “Guide to Gun Cleaning”—a 
booklet that gets business for you. 


FRANK A. HOPPE, INC. 


2314A North Eighth Street Philadelphia, Pa. 
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Classihied Oppovtunitiern. Seckion... 





Use this section to reach Hardware Manufacturers, Manufacturers 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





| Chamified Adwentining Ratea | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words..... ° - 
All capitals, maximum, 50 words. . 5.00 
Each additional word......... .08 


Positions Wanted 
(Special Rate) set = maximum, 
SO WOPdS 20... cccceccecccccccece - $1.00 


0 
Allow Seven Words for Keyed Address or Your Address 


BOXED DISPLAY RATES 
UP GD n6-bc0ndécesctsscidcesctas $6.00 
Each additional inch....... 4.00 





—— FOR CONSECUTIVE INSERTIONS 

4 insertions, 5% off; 8 insertions, 10% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency or stamps. 





Sampies of Merchandise, Literature, 
Catalogs, etc., will not be forwarded to 
box number advertisers unless accom- 
panied by sufficient postage for remail- 











inc 





HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


—@e-— 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St.. New York City 











| _ Positions Wanted | 


[Sales Representatives Wanted | 


| Business Opportunitiea | 





HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street. 
New York City 


_ SALESMAN, 44, MARRIED 25 YEARS 
SALES and sales management experience, radios, 
air springs, motors, boats, marine paint and 
marine hardware, desires, if possible, full time 
sales connection with reliable manufacturer. Prefer 
New England, New York or part of both. Address 
P. O. Box 98, North Haven, Conn 


THERE'S ALWAYS A TOMORROW! 1 
can keep your name and product before your 
outlets and prospects. I will sell and promote 
your line to jobbers, chains, department stores 
New York, New England. Can we make a deal? 
Address Box E-498, care of Harpware Ace, 109 
E. 42nd St.. N. Y. City 


HARDWARE SALESMAN, WITH ESTAB.- 
LISHED HARDWARE jobber, dealers, and 
supply clientele desires to represent a reputable 
company in Western Pennsylvania, West Vir- 
ginia, and Ohio. Fifteen years road experience, 
college graduate, forty-five years of age. Un 
questionable references Salary or drawing ac 
count preferred but would consider straight com- 
mission. Address Box E-502, care of Harpwarr 
Ace. 100 E. 42nd St.. N. Y. City 








SALESMAN—TOY AND HARDWARE DIS. 
TRIBUTOR has a once in a lifetime opportunity 
in an established Baltimore City territory. Regu 
lar customers of many years standing. Experi- 
ence is necessary. Give full information about 
yourself in application—age, car, ete. Drawing 
account against commissions. Address Box E-499, 
care of Harpware Ace, 100 E. 42nd St., N. Y. 
City. 


RELIABLE CORPORATION WANTS | 


SALESMAN SELL hardware, department, fur- 
niture stores, jobbers. Small, light case. Posi- 
tively world’s finest line. Call on only best ac- 
counts. Full time or sideline salesman wanted. 
If you want good profitable line which readily 
repeats, write—Dustmaster Corp., 5210 Produce 
Exchange Bldg., Minneapolis, Minn. 
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WANTED SALESMEN NOW CALLING ON 
paint and hardware stores to sell attractive line 
of quality paints on commission in combination 
with present line. Have open territories in 
Eastern and Southern States with some estab- 
lished business. Are supplied with raw materials 
to fill orders promptly. State lines handled and 
territory covered. Address Box E-501, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 


SALESMEN WANTED—SIDELINE SAL ES- 
MEN MAKE good money with complete line of 
hacksaws, with outstanding patented features. 
More than average commission and opportunity 
for steady, growing business. Proven a fast-sell- 
ing line for dealers everywhere. State territory, 
lines handled and references in first letter. Ad- 
dress Rapid Manufacturing Company, Box 488, 
Glendale, California. 




















Manufacturers’ Representative with 


Wide Experience in Hardware, 
financially able to set up district selling offices in 
Pittsburgh and Philadelphia and carry warehouse 
stock in either or both places, particularly interested 
in selling heavy hardware, mill supplies and kindred 
lines to jobbers and large yetailers; am prepared 
te build a real sales organization. 

Address Box E-495, care of HARDWARE AGE, 
100 E. 42nd Street, New York City 














ESTABLISHED MANUFACTURER'S 
AGENT INVITES CORRESPONDENCE REL- 
ATIVE TO ADDITIONAL LINE TO HARD- 
WARE OR MILL SUPPLY JOBBERS AND 
INDUSTRIAL TRADE. HEADQUARTERS 
AND OFFICE ST. LOUIS. TERRITORY 
MISSOURI, SOUTHERN ILLINOIS, SOUTH- 
ERN INDIANA, AND KENTUCKY. AD- 
DRESS BOX E-497, CARE OF HARDWARE 
AGE, 100 E. 42nd ST., N. Y. CITY. 

MANUFACTURER’S AGENT WITH MOD. 
ERN 22,000 square foot warehouse desires a few 
additional hardware lines. Covers States of Vir- 
ginia, North Carolina, South Carolina and Ten- 
nessee. Can act as factory branch if desired. 

Address Manufacturer’s Agent, P. O. Box 1244, 
Charlotte, N. C. 


too Se 


WANTED TO BUY—WILL PAY Cash for 
good hardware store in town 5,000 pop. or over, 
Illinois or Western Indiana, within 100 miles 
of Chicago, wide front, lease building. Give 
complete details, size buildings, annual sales, 
etc. Address Box E-476, care of Harpware 
Acz, 100 E, 42nd St., N. Y. City. 




















FOR SALE 


SUCCESSFUL HARDWARE BUSINESS, es- 
tablished 32 years in thriving industrial city, 
railroad and factory center of 30,000 popu- 
lation in Illinois, surrounded by rich farm- 
ing interests. Stock of 16,000; fixtures and 
trucks $2,250. Average sales $5,700 per 
month for first eight months of 1941. Ap- 
proximate sales for this year over $70,000. 
Carry only high-grade standard lines of gen- 
eral hardware, household utilities, refrigera 
tors, stoves, washers, ironers, vil burners, 
heating equipment, furnaces, ete. Have the 
good will of entire community. Owner re- 
tiring because of age. Will accept any rea- 
sonuble offer from responsible party. This 
business is a sound investment for someone. 


Address Box E-503, care of HARDWARE AGE 
100 E. 42nd St., N. Y. CITY 











FOR SALE: HARDWARE STORE IN Cen- 
tral Mass. A clean stock in a manufacturing 
town. Poputation 4,000. Established 75 years. 
On Main Street. An opportunity for a hustling 
young man. Stock and fixtures $11,500 cash. 
Good reason for selling. Address Box E-500, 
care of Harpware Ace, 100 E. 42nd St., N. Y. 
City. 


FOR SALE—HARDWARE AND PLUMBING 
establishment in progressive industrial city of 
2,500 in Central Pa. Business more than 50 years 
old. Must sell due to ill health. Address Box 
E-504, care of Harpware Ace, 100 E. 42nd St., 
New York City. 


HARDWARE AND PAINT BUSINESS FOR 
SALE, over twenty thousand inventory, perfectiy 
balanced stock, well located in 4-story building, 
central Georgia City, population 100,000 doing 
nice business; seventy million spent here on Gov- 
ernment projects. Only three hardware stores in 
City. Sell reasonable. Address Box E-505, care 
of Harpware Ace, 100 E. 42nd St., N. Y. City. 








WANTED—MAN WITH HARDWARE ExX- 
PERIENCE. Plumbing and electrical supplies 
knowledge also desirable. Steady employment in 
California with advancement opportunities. Ad- 
dress—The Diamond Match Company, Main Office, 
Chico, California. 


HARDWARE AGE 





RECENTLY OFF THE PRESS! 





. 
, THE SIXTEENTH EDITION OF 
HARDWARE AGE NOTE—A LIST OF 


> HARDWARE RETAILERS 


VERIFIED LIST IS NOT INCLUDED IN 


THIS PUBLICATION— 


° WRITE FOR DETAILS 
OF 


WHOLESALE HARDWARE HOUSES 
WHOLESALE HEAVY HARDWARE HOUSES 








wae DISTRIBUTORS OF MILL SUPPLIES ” 

= PLUMBERS and TINNERS SUPPLIES JOBBERS 

one MANUFACTURERS’ AGENTS IT IS OBTAINABLE AT THE LOW 

e HARDWARE CHAIN STORES PRICE OF 

: , *10.00 

rs WVE need hardly point out the necessity and value of an eee 

. authentic hardware jobbers list, compiled and spon- 

= sored by HARDWARE AGE. s 

- It not only authoritatively gives you the names of the 

Be recognized hardware jobbers, but also includes their capi- 

cars talization, the territories they cover, the number of men a ee 

500, traveled, the lines handled and, in most cases, the names 

a of officials and buyers. | . 

ING Such a publication is indispensable to sales managers 

cars and advertising managers for personal and direct mail USE THIS COUPON TO FILL YOUR 

. sales contacts. Furthermore, many firms find it highly ad- REQUIREMENTS PROMPTLY 
vantageous to give copies to their road salesmen and 

tl district representatives. 

oing 
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Automatic Profits in 
SCREWDRIVERS 
= 


HOLD-E-ZE 


Hold-E-Zees hold, start and 
set up screws in unhandy 
places. They have everything 
- . » plus the patented, exclu- 
sive Gripper that doubles the 
value of an already high 
quality screwdriver — sales 
and profits are automatic! 
CHECK THESE FEATURES 
Chrome vanadium blade, tem- 
pered entire length; 


sulating unbreakable handles. 
Order through your jobber 


UPSON BROTHERS Inc. 


84 EXCHANGE ST., ROCHESTER, N.Y 


~YALE® 


NDISERS 

















padlocks 
auxiliary locks 
cabinet locks 





..plus year-in, year-out national 


advertising ... produce quicker Write for 





turnover and higher profits. descriptive 
ae 
on these 
ALE E striking 
name VALE Ee SAL display 
THE Dyers MAKE TH boards 





JAPFREY.N.H 


Genuin® T)OMES 9 SILENCE 
SLIDE SILENTLY - SOFTLY- SMOOTHLY 
40c SET-10c SET-10c SET SAVE FURNITURE 

& FLOORS-CREATE QUIET 


Domes of Silence 








~ J 


jerune Glide 


Ask your Jobber. If he is not supplied write to 


DOMES of SILENCE, Inc., 35 Pearl St., N.Y. C. 
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Jennings Mfg. Co., Russell 
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WN TD Gio ks cccccsccees 94 
Pe GG. cncccctsivcccases 114 
Allied Asphalt & Mineral Corp. 102 
American Cabinet Hdwe. Corp.. 104 
American Chain & Cable Co., 
SE "nacdsncepconncadeniasvesuene 16 
American Chain Div. ............ 16 
American Shearer Mfg. Co. . 108 
American Thermos Bottie Co. .. 59 
Ames Baldwin, Wyoming Co. ... 114 
Animal Trap Co. of America.... 63 
Archer-Daniels-Midland Co. 75 
Armstrong-Bray & Co. ......... % 
Associated Prods., Inc. ......... 109 
B 
Baker McMillen Co. ............ 113 
Barr Rubber Prods., Inc. ....... 105 
Berea Abrasives ................ 8) 
Bethlehem Steel Co. ............. i0 
Bissell Carpet Sweeper Co. .... 74 
Bommer Spring Hinge Co. ...... 101 
Boston Varnish Co. ........... 6) 
Briggs & Stratton Corp. ........ 69 
Builders’ Hdwe. Textbooks .. 12 
c 
Chatillon & Sons, John ......... 9 
Cheney Hammer Corp., Henry . 85 
Clarke Sanding Machine Co. ... 107 
Coburn Trolley Track Co. ...... 108 
Columbian Rope Co. ............ 113 
Continental Motors Corp. ...... 113 
Geek Co., The H. C. ............ 1 
Cross, W. W. .... . m2 
Cyclone Fence Co. 13 
D 
a A. TD ic cscccnccacaces 90 
Diamond Calk Horseshoe Co. .. 161 
NN i A. cation vabwcascns 90 
Domes of Silence, Inc. ......... 112 
E 
Eagle Rule Mfg. Co. ........... 113 
Ediund Co. iabibunniieae 105 
F 
Gadeesd Teal Ge. ..cccecscssess 79 
Flexible Steel Lacing Co. ...... 99 
Flex-O-Glass Mfg. Co. ......... 9 
Flint & Walling. Mfg. Co. ...... 85 
MS. cdiciccrcoccsasces 101 
Frantz Mfg. Co. 5 
G 
Gibson Good Tools, Inc. ........ 108 
ee Gi, Be UR. vas ccccccncee 7 
Gits Molding Corp. ............ 107 
Graham Mfg. Co. .............. 108 
Greenfield Tap & Die Corp. ... 89 
H 
Hawkins Co. chce ted ekea 8 
Hoppe, Inc., Frank A. 109 
Hotel Bellevue-Stratford 9 
DU ED depddcencacevuceen 109 
SE er 113 
Hoyt & Worthen Tanning Corp. . 108 
EEE TENG. don ceecesscesceuss 2 
1 
Imperial Bit & Snap Co. ....... 10} 


K 
Kawneer Co., The ............... 83 
Keene Mch. Co., O. §$. ........ 106 
Keuffel & Esser Co. ............ 4 
Keystone Steel & Wire Ceo. ..... 9 
Knapp-Monarch Co. ....,....... 57 
Koch & Sons, George ........... 100 

L 
Lockwood Hdwe. Mfg. Co. .... 19% 
Renes & Gai, GO cccvccccccccss HS 
Gee Cate Go ccccccccccceee . 80 

M 
McCormick Sales Co., Inc. ..... 7% 
McKinney Mfg. Co. ............. 7 
TD Go cdcdsscsaqecans 109 
Masters Planter Co. ............ 106 
Metal Textile Corp. ............ 103 
Miami Cabinet Diy. ............. 88 
Miller, Inc., Robert E. ......... 412 
Milwaukee Stamping Go. ...... 102 
Mossberg & Sons, O, F. ......... 83 


Myers & Bro. Co., The F. E. ... 79 


N 
GS TG. ccevewcsecae: i 
Nicholson File Co. .............. 14 
’ 
Pacific Plastic & Mfg. Co., Inc. 5 
Patent Novelty Co. ..,.,...... . 3 
Plantabbs Co. ......... nipaciies 43 
Plastic & Die Cast Prods. Corp. 70 
Plumb, Inc., Fayette R. ........ 62 
Power King Tool Co. ........... 103 
Premax Prods. ...., deomsaua enkene 2 
Presstite Engineering Co. ....... 4 
Progressive Mfg. Ce., Inc. ..... 107 
a 
Remington Arms Co., Inc. ..... 55 
Ss 
SOM MG. GO. oc ccccscccscsss ” 
Schollhorn Co., The Wm. ....... 107 
Smith & Son, jnc., Seymour ..... 6 
Speedway Mfg. Co. ............ 100 
Stanley Works, The .............. 103 
Superior Fastener Corp. ........ 106 
Swing-A-Way Steel Prods. Mfg 
De  cutrnhardsndcddssastncecduss % 
T 
Turner & Seymour Mfg. Co. ..... 105 
Turner, Day & Woolwerth Han- 
GO. Sokclsccscaanadassaness 
U 
Union Fork & Hoe Co. ......... 1 
Union Hardware Co. ............ 73 
Ts TE ccc ccncccecce 112 
i We, MNS, Scscsavevecccess 13 
7 
Vaughan Novelty Mfg. Co. .... 109 
ME WHE GN. dsc v cece aecsssccc 93 
w 
Westinghouse Electric & Mfg. 
WA ascgeebonndacod Sieatvens ed 116 
Whitney Carriage Co., F. A. 87 
Wickwire Bros., Inc. ......... 7 
Wood-Regan Instrument Co. 103 
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$3 





n MITRE KiT 





$3.00 Mitre Kits 
Going Great Guns! 


Fully adjustable to any angle, accurate and sturdy, the Baker- 
McMillen Mitre Kit is truly a professional tool. And at the low 
price of $3.00 for both Mitre and saw, they are real bargains for 
home craftsmen, frame makers and carpenters. Put some of these 
kits on your counter and see how quick they go. Liberal dealer 
discounts. 


The Baker-McMillen Co., 141 E. Miller Ave., Akron, O. 



















It pays to handle PLANTABBS-- 


A fast moving, year ’round selling item 


Dominating advertising in LIFE, Better Homes & Gardens, Holland's 
Magazine, Sunset, Flower Grower and Christian Science Monitor 
makes Fulton's Plantabbs the No. 1 Plant Food tablet and puts 
them away out in front as a profit item. 


Retail Sizes, 10c, 25c, 50c, $1 & $3.50 


WHOLESALERS: 
Get our latest price list 


and discounts — designed 
for liberal dealer profit. 
RETAILERS: 

Your wholesaler will by 
give you an extra 5% dis- 
count on a $6.00 order, or 
an extra 10% on a $12.00 
order. 


PLANTABES COMPANY savtiione.manviano 


¢ PLANTS 














Continental TINY TIM 


Supplies electricity for only Ic pr. hr.§ 


This battery charger and lighting outfit gives dependable 

electric service at amazingly low cost. Easy to carry with | 
built-in handle. Easy to operate (push-button starting) — 
easy to own. It supplies controlled voltage, has an auto 
matic shut-of and a@ throttle to control charging-rate of 
battery. There are many more new features. Send for new 
circular telling about the new Tiny Tim. 






HUNDREDS OF 
SATISFIED CUSTOMERS PROVE 


Continental Motors. Corp. 
CONTINENTAL SUPERIORITY 


MUSKEGON, MICHIGAN 








Tiny Tim generator is driven by the 
Continental Red Seai Engine, famous for 
smooth, dependable, economical power. 
However, Red Seal Power is only one of 
many outstanding features. Learn aif 
about this amazing Tiny Tim. Write todey! 

















HOTEL 


@ raavelen's PROTEC 
1 ae aig eel eas a 
linens and towels _* Sanitized areal 
ra 
wea 2 crea aa a 
has beenre 


| = TEL EMPIBE,,, | 
BROADWAY AT 63rd STREET 


FROM $2 SINGLE + $3 FOR TWO 

















































EAGLE Rules are superior 
because: 


1. EAGLE Rules possess the ex- 
elusive Riveted - Strike - Plate 
Joints which guarantee strength 
and accuracy. 

2. EAGLE Rules cannot be twisted 
or pulled apart. 

3. Strike-Plates prevent wear on 
markings and cannot come off. 

Order from your Jobber. t 
Send for Catalog TODAY! , ; 





EAGLE RULE MFG. CORP. 
514 Hunts Point Avenue New York NY 





and Cash In On Demand 
for Humidified Heat! 


tf Homes — offices — stores — schools — plants — institutions — 
public buildings—are all prospects for Fulton Airmoisteners. 
Easy sellers in Fall and Winter. They assure healthful, humidi- 
fied heat. Low enough in price to put one on every radiator. 
Fit between radiator coils where heat and evaporation are 
greatest. Concealed water pan cannot tip over. Made of one- 
piece rust-resisting metal. Aluminum or bronze finish. In 1 
and 1% quart sizes. 


Also FULTON Airmoisteners for Wall and Floor Registers. 
Ask your Wholesaler about our Low Prices 


PATENT NOVELTY COMPANY 


305 Eighth Avenue Fulton, Illinois 








Handles Easily 
WET..DRY 


Pre-Waterproofed and Pre-Lubricated 
by Exclusive Methods 


Makes Columbian Rope 
more flexible 







Look for the 
RED, WHITE 
AND BLUE 
MARKER 
when you buy 
rope — your 


customers do 








COLUMBIAN tees: ROPE 
PURE MANILA 
Columbian Rope Co Auburn, N. Y 





De you realize that no one factor will draw people to your store 
like attractive window displays of seasonable merchandise? 


Hardware Age is continually reproducing such window displays— 
its representatives are always on the lookout for new ideas. 


HARDWARE AGE, 





Good Window Displays « « « 


100 East 42nd Street, New York City 


And many dealers who require their own copy of Hardware Age 
a it highly profitable to subscribe to extra copies for their sales 
orce. 

_The cost, $1.00 per year, is returned over and over in better 
windows and increased trade. 
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It tops the field! 


“AMES” PRODUCTS 


SPADE 


ULTURAL HANI 


AMES BALDWIN WYOMING CO. 


“AMES” RIVETLESS 


SOCKET SCOOP 
(Eastern Pattern) 


Nhaatelehdatielolel -¢-t3 alo -Jat- ba eM o) ab colle f< 
| OT -S-t Mod at Valet Meo} Me at- bale OCW sh a-t-¥ e-lei > 
IETS ae cola Jat: tate dl 
Handle se 
at frog 
l cap C 5 
r Coal Shovels. buy the ~ AMES - 
Rivetless Socket Wale ba -bact-saa8 ol-ta Since 
here's no other scoop or coal shovel, ‘just 1774 
on quand: C >) 
Furnished in all grades 


North Easton, Mad. 





Will not Leak 
nner Aur Hole to 


Daraer Sottom 


When fire Reaches Magh Pire Flame Migh Speed Laghter Closes 





MAIL THIS COUPON NOW! 


Allen Manufacturing (Co 
201 10th Ave Nort! 
Nashvill Tenn 


Please send us by return air mail infor 
mation and prices on your oil heaters 


Nam 
Address 


tity 








WE CAN SHIP AT ONCE 
ALLEN OIL BURNING HEATERS 


DON’T LOSE SALES 


Allens 
FAMOUS TWIN-UNIT 


Lowest Low Fire -Highest Heat Capacity 


Allens. 
“SUPER -CHARGERL 
TUBE BURNER 


Allens 
BAFFLE HEAT UNIT 


educes Plame 
or 


Inner Flame from Fleor 


Tube Out of 
High Heat Lone erie 
TWO REGULAR SIZE COMPLETE 

a" hy ty ae ONE CASING 
wnt Serine Cod Weath _ 
No One £ise Has 1T Gives More Heat with Less Ort. Sern eerie act per Rear 


ALLEN MANUFACTURING COMPANY 


NASHVILLE, TENNESSEE 
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GIANT WINDOW DISPLAY — 
Size 3434 9412" 


o Great home ~_ 7 


Sa 


CGoldin Ovporhunity 
For WIDE-AWAKE DEALERS 


a Great Name in PAINTS 


SPECTACULAR PAINT 
MERCHANDISING HELPS 


A SELLER’S MARKET is here! And here's the recipe for booming 
paint sales! But this is just a sample of Lucas’ vigorous Fall cam- 
paign to help dealers sell MORE PAINT. Get all the good news 
about this complete campaign. Mail the coupon below today! 
Giant Window Display. A gigantic new window display. 
Never equalled before for beauty, — for size,— for sales punch! 
More than 100 different colors! 

Full Color Handbill, Full color... 4 page .. . strikingly 
beautiful. Packed with real sales values and a big 50c coupon 
special on Lucas Super-White Enamel that’s sure to click. 

12 Pages Cooperative Ads. Eye catchers! Sales catchers! 
Dozens of newspaper ads! All shapes and sizes! Ads for every 
paint product! Tested salesmen! 

Paint Patterns. Still breaking all sales records! Scores of 
beautiful color plans for exteriors and interiors. 160 separate and 
distinct colors. A big book of Paint Patterns for you. Smaller 
books for your painter trade. Dozens of separate patterns for 
home-owners. 


JOHN LUCAS & CO., INC. 41-H8 
322 Race Street, Philadelphia, Penna. 


Send me samples of your Fall Campaign material. 
No obligation, of course. 

NAME... 

ADDRESS 

CITY STATE 


ADMINISTRATION OFFICES + PH 
a O H N L U S AS & COM PA N 7 INC. OFFICES, FACTORIES, eamenas we tenuate eines 
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%€ Power lines from Boulder Dam to the little village of Bunkerville, 
Nevada .. . for months the townspeople had been preparing, getting 
their homes wired. One night Lem Leavitt tried his lights. Glory be! They 
went on! He jumped on his old gray mare and galloped through the 
streets calling at the top of his voice, ‘The power’s on! The power’s on!” 


@Excerpt from Harper's Magazine, May ‘41 
issue; article titled, “The Water’s In.” 


...a new way of life opens up in the rural field 


...a service challenge to Westinghouse Dealers 


In hundreds of other rural communities, the same 
challenging cry sweeps through . . . the same thrilling 
call as power lines spark to life and folks dump their 
kerosene cans to flick on a switch. 

For long years, Westinghouse has prepared the way 

. . spread the gospel of living electrically. In spite of 
the present product shortage, due to raw materials 
needed for National Defense, there is much you can 
do to sustain this interest: 

Build good will by friendly contacts. Tell rural pros- 
pects what equipment to buy, how to use it efficiently. 


Give complete data on operating costs; what savings 


' Westinghouse can earn. 


Encourage and support the Westinghouse sponsored 
4-H Club National Rural Electrification Contests. Tell 
the story of the Westinghouse Proving Farms. Distribute 
catalogs and booklets. Use the available sound slide 
films and the special direct mail literature. 

All these and more will help you sell your appli- 
ances on hand...and build up a backlog for quicker 
turnover after the emergency and after Uncle Sam 
no longer needs basic materials for Defense. 





WESTINGHOUSE ELECTRIC & MANUFACTURING CO. 


MERCHANDISING DIVISION 





Westinghouse 


° MANSFIELD, OHIO 





tHE LAW Line OF ELECTRIC HOME APPLIANCES 


A 








NCES 





